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each division. Section VI presents an action plan, including 
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MACOMB COMMUNITY COLLEGE RECRUITMENT PLAN 
Executive Sununary 

Education observers have projected declines In college and university 
enrollments over the next decade based upon the decreasing number of high 
school graduates. Colleges that have retained their enrollment levels have 
taken a more assertive role In student recruitment, especially among the adult 
student market. Community colleges are well positioned to provide convenient 
opportunities to these adult students, and to address the needs for retraining 
of the workforce. 

Student recruitment at Maconil; Community College occurs as a charge from the 
Board of Trustees, and is designated to be informational :^n nature. It is 
defined as that part of enrollment management that takes potential students or 
clients from an initial awareness of the college to the point of registration 
for coursewOiTk, Every college employee, student or alumnus has opportunities 
to play a role in student recruitment by virtue of their knowledge about the 
college* A recruitment plan is therefore useful to provide a framework for 
unplanned and spontaneous efforts as well as the activities of those more 
deliberately involved in recruitment efforts. The plan also accomplishes the 
tasks of identifying relevant environmental conditions, explaining the 
recruitment capabilities and procedures of the institution, documenting past 
recruitment activities, providing direction to future efforts, and setting in 
place an evaluation and feedback system for continual assessment and 
improvement* 

Recruitment activities are conducted in a decentralized fashion by departments 
and groups throughout the college and coordinated by a centralized Recruitment 
Committee. The committee has cross-unit representation by individuals who are 
both knowledgeable and involved in recruitment. As such, it provides a forum 
for discussion and a resource for support. It serves the function of pulling 
together the wide array of isolated recruitment events that occur throughout 
the college into a planned system. 

The 1987-88 Recruitment Plan is based upon college advancement goals and the 
recruitment goals and objectives of the instructional divisions and those 
departments that provide service or information to special populations or 
subgroups of potential students. It outlines the specific activities to 
accomplish these objectives, along with timelines and budget for the upcoming 
year* 

Recruitment is to take a deliberate market segmentation approach with three 
separate audiences, in priority order, identified as (I) high school students, 
(2) community adults and (3) business and industry. There is distinction among 
but consistency within these groups with regard to needs, appropriate messages, 
and effective media. High school graduates remain as the most viable market 
even with declining numbers, due to the traditionally high educational 
participation rate and the number of credit hours enrolled. Youth recruitment 
is to occur in a progressively more focused manner at each grade level, 
starting as early as grade school. Adults are the market growth segment, with 
increasing interest in college classes, particularly for career change or 
advancement. Business and industrial employers are a unique segment in that 
the student is not the recruitment target. The needs of business and industry 
center around workforce planning and skill development. Specific strategies 
were developed for recruiting from each or these target markets. They are 
designed to take potential students or clients through the levels of awareness, 
interest, and inquiry about the college's programs and services to encourage 
their personal assessment and trial of educational opportunities. 
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High school strategies: 



1. Enlarge the percentage of youth perceiving themselves as college-bound with 
messages that clarify college requirements, access, compatibility with their 
lifestyles and aspirations, and career options that they have, 

2* Use personal interaction, high school visitations, high school ambassadors, 
small groups, and informal question & answer sessions with role models. 

3. Utilize print media that is more effective with this audience, including 
colorful visual and printed materials with less written copy. 

4. Focus additional communication and interaction with high school faculty, 
counselors, and parents to influence those who advise high school students. 

5. Make them aware of scholarships available to them at Macomb. 

6. Determine tactics appropriate for each public high school where 

less than 25% of the graduates enroll at Macomb in orde**- to increase market 
share . 

7. Determine tactics appropriate for each public high school that 
graduates more than 400 students per year in order to increase market 
growth. 



Strategies for recruiting adults; 

1. Establish a process for recruiting continuing education students into the 
degree-credit program by providing information that relates 
continuing education courses to degree credit courses. 

2. Concentrate messages on career benefits, low cost and financial aid, and 
convenience/location. 

3. Target specific adults groups, including county adult education graduates, 
returning homemakers, professional groups, and alumni. 

4. Target the areas of Sterling Heights, Mt Clemens, Roseville, East 
Detroit and St. Clair Shores for presentations to community groups, 
emphasizing the value of education and technical opportunities. 

5. Encourage adult groups to become familiar with the campuses by holding their 
group activities on site. 



Strategies for recruiting from businesses and industry: 

1. Integrate recruitment efforts with existing business & industry linkages. 

2. Establish a communication system to provide program information to business 
locations. 

3. Promote the value and meaning of the associate degree to employers. 

4. Investigate the use of a guarantee /warranty on training. 

5. Continue the current promotion of both degree-credit and non-degree credit 
offerings through the Chambers of Commerce, Small Business Development 
Network and the Macomb County Planning Commission brochures and newsletters. 
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MACOMB COMMUNITY COLLEGE 
RECRUITMENT PLAN 



Introduction 



Many economists, demographers, public policy analysts, and education observers 
have projected declines in college and university enrollments (Hossler & 
Kemerer, 1986), but many colleges have remained strong in the face of these 
dire projections by taking a more assertive role in their efforts to attract 
and retain students. Despite the differing goals and differing techniques and 
methods, there are similarities in terms of the steps that enable institutions 
to have a greater impact on their studenw enrollments. These activities are 
increasingly being referred to as enrollment management. 

Hossler (1985) defines enrollment management as "a process or activity that 
influences the size, the shape, and the characteristics of a student body by 
directing institutional efforts in marketing, recruitment and admissions, as 
well as pricing and financial aid. In addition, the process exerts a 
significant influence on academic advising, the institutional research agenda, 
orientation, retention studies, and student services." This concept unifies 
preenrollment and pcstenrollment efforts into an organized system. From a 
broader organizational perspective, the process inevitably leads to issues of 
mission and goals clarification and budget decision making (Hossler & Kemerer, 
1986). It is within the context of enrollment management that we plan 
recruitment at Macomb Community College. 



Philosophy & Mission 

The overall mission of the college is to provide a variety of educational and 
other life-enhancing experiences which enable the people it serves to excel in 
their search for fulfillment (Board of Trustees, June 18, 1985). At this time, 
the many aspects of that mission require addressing the following needs: 

- for courses and programs typically producing credits that 
transier to other accredited college and universities; 

- for liberal arts and occupational courses and programs leading 
to certificates and associate degrees; 

- for assessment, counseling, career guidance, and academic 
support services; 

- for customized education, training, assessment, and counseling 
services that are responsive to business, industry, labor and 
government ; 

- for courses and programs to foster improved health, 
enlightened participation in public affairs, constructive use 
of leisure time, enhanced satisfaction in personal and family 
living, growth in cultural experience, and advancement in 
career: 

- for cooperative efforts with groups interested in cultural, 
civic, recreational, or other community projects. 
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The directional goals laid out by the Board of Trustees (October 2C, 1981) for 
the achievement of this mission include guidelines to be used for decisions 
relative to the short and long range planning of enrollment management, lliey 
state that "enrollment growth is not an objective in itself but the outgrowth 
of demand by a community informed about what is available." This statement 
provides clear direction for a marketing approach which is centered around the 
students and their needs, and for recruitment and promotional activities 
designed to inform the community of educational options available at Maco^ab. 

This approach is consistent with the marketing orientation as defined by Kotler 
and Fo-. (1985, p. 10), stating that "the main task of the institution is to 
determine the needs and wants of target markets and to satisfy them through the 
design, communication, pricing, and delivery of appropriate and competitively 
viable programs and services." 

The President's Council of Macomb Community College has adopted this marketing 
approach (July 2, 1984) as an on-gcing organizational pursuit, defined to 
include: 

- A needs based system 

- Image and reputation 

- Product development 

~ Promotion and awareness 

- Concern for pricing 

- Location of offerings 

The directional goals from the Board of Trustees further state: "...Actions to 
stimulate the continued growth of the College are desirable and encouraged. 
Growth must be planned and should be based on prior research and discussion of 
how it serves community needs. Areas selected for expansion must be fiscally 
feasible and result in the level of quality that our students have the right to 
expect." These statements confirm that: 

- It is appropriate that the College focuses considerable human 
and fiscal resources toward recruitment. 

- A recruitment plan is essential. 

- Recruitment decisions are to be research based, initiated by 
identified easterner need and implemented along with evaluation 
procedures. 

- Specific programs targeted for recruitment and promotional 
emphasis must be strong in curriculum content and presentation, 
student benefit and satisfaction, and institutional ability to 
deliver. 

- A college-wide forum for discussion of recruitment plans and 
activities is desirable and preferred. 

- Recruitment activities should be informational in nature. 
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Environmental Scan 



The environmental scan includes an analysis of the environmental factors that 
have made an emphasis on enrollment management necessary and those factors that 
influence the effectiveness of recruitment activities. It also presents a 
general background on recruitment theory and current practices. 

National Trends 

The Bureau of the Census, the Bureau of Labor Statistics, and national surveys, 
including one directed by Alexander Astin for the Higher Education Research 
Institute (HERI) at the University of California, Los Angeles, provide the 
following national demographic data: 

Enrollment 

- Though the number of young adults declined in recent years, there has 
been growth in the number of college students since 1975, due to an 
increase in the number of students 25 years and over and those attending 
part-time. 

~ Educational attainment was demonstrated as having a significant effect on 
income. Families in which the houreholder completed high school had a 
median income of $27,470. Completion of 4 years of college raised this 
to $43,190, and 5 or more years of college yielded a median of $50,530. 

Career Interests 

- According to a 1986 survey, one-fourth of the college freshmen are 
interested in a career in business. Engineering, though down from 12% in 
1982, still ranks second (10%) as a career choice. 

- There is a smaller but increasing interest in education as a profession 
(7%> up from 5% in 1982) and a decreased interest in computer jobs (4%, 
down from 9% in 1982), with 12% of college freshman undecided about their 
careers. 

Student Attitudes 

The University of Michigan's 12th annual "Monitoring the Future" survey 
(Silverman, 1987) found high school seniors in the Detroit area to be 
similar to their peers across the country in their concern for the future. 

- Seniors* main concerns were the growing use of cocaine, the threat of 
nuclear war, and the uncertainty of job prospects. 

- Students felt higher education was necessary, but was no guarantee to 
getting a good job. 

- Young people today expect higher pay on their first job. 

The national HERI study reflects a steady increase in students' concern 
about being affluent, coupled with a diminution of altruism and social 
concern. Several notable experts interpret the information relating to 
current trends and attitudes in the following ways: 
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- Wells F* Cook, associate dean at CMU: Students are more goal oriented; 
they see business education as an economic asset* 

~ John Kraeer, advisor at MSU: Students are more conservative, looking for 
financial security and money. 

- Alexander Astin, education professor at UCLA: The increased interest in 
teaching is due to higher starting salaries and job openings. 

~ Kenneth Green, associate director of Higher Education Research Institute, 
UCLA: Students are aware that they can effectively use a computer without 
being a computer programmer; also, there has been a downturn in the 
computer industry. 



State Trends 

Michigan looks more optimistic economically than it has in the past, especially 
in comparison with the depth of the r*^cession in the early 1980' s. Michigan's 
population now totals 9,144,579 for 1986, after growing for the third year in a 
row to reach the largest count since 1981. Michigan currently ranks 8th in the 
nation in population. The state's unemployment rate is down to 8.1% as of 
October of 1986, with Macomb County's rate now even lower (7.7%), although 
unemployment is slightly higher in the City of Warren (MESC, 1S87). 

The 29 public community and junior colleges in Michigan enrolled 208,760 
students in the fall of 1986, representing a 2.2% increase over the previous 
year. The 15 public four-year colleges and universities enrolled 236,648 with 
a 3.3% increase. These increases occurred despite a continued decline in the 
number of high school graduates. Ron Root, State Director of Higher Education 
Management Services, attributes the increase to "a growing 'recognition of the 
need to be retrained to remain competitive in a rapidly chax ^jing job market" 
and to the college's response with new programs to meet that need as well as a 
better job of marketing educational services to a non-traditional adult student 
population (Russel, 1986). 

The most recent Michigan State Board of Education survey (Project Outreach, 
March 1987) has identified commonly held opinions about community colleges. 
These opinions can be transformed into opportunities for community colleges to 
capitalize on known strengths. Citizens across the state feel that: 

- A college education is very important today (81%, reflecting an 
increasing trend). This attitude is even stronger among women and 
minorities « 

- The primary reasons for adults to return to school are personal 
improvement and enrichment (49%), to advance in their present 
job/company (42%), and to help get a different job (35%). Only 22% 
would go back to school to get an associate's degree. 

- The primary reason why community colleges are most likely to be the kind 
of college attended by returning adults is proximity. Even the 27% of 
Michigan residents who would prefer a 4-year college would consider 
attending a community college first and then transfer. 

- The roles of the community colleges are seen to be (1) job training and 
re-tralning, (2) career planning and guidance, and (3) remedial 
instruction for adults. Four-yo^»i colleges are viewed to be best suited 
to training in the skills of modern technology. 
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Community colleges are increasingly viewed as excellent in meeting the 
educational needs of a community, particularly among those who have 
taken courses at a community college* The majority of state residents 
think conmiunity colleges are as good as four-year colleges, although 24% 
did not agree* 

Community colleges are viewed as community resources, so that services 
such as tutoring and counseling should be available to community 
residents as well as to students. 

Courses should be open, even to high school students. Placement 
testing, however, is viewed as an appropriate requirement (86%). 

Thirteen percent of the people do not think community college credit 
is equivalent to four-year college credit when transferred. 

Tuition at a conmiunity college is thought to be "about right," and known 
to be less than tuition at 4-year schools. More than 42% of state 
residents feel they could not afford tuition without financial aid. 

There is a split opinion on whether or not recent college cost increases 
are reasonable. 



Macomb County Trends 

Macomb County is a suburban county although it contains the state's third 
largest city (Warren). Its 690,000 people are concentrated in the southern 
half, with only 5% of the population living north of 26 Mile Road (see 
Figure 1). According to SEMCOG, the population distribution is currently 
changing, with Macomb Township and Sterling Heights leading in the proportion 
of residential building permits for 1985. Clinton, Shelby and Chesterfield 
Townships also have experienced substantial levels of residential growth. 
Current residential construction and growth in these communities are mostly a 
result of migration from the southern parts of the county (Wowk, 1987). The 
demographic cnaracteristics of the people of Macomb County reveal that 10.7% of 
the adults have attained a 4-year college degree. This is the lowest 
percentage of all southeast Michigan counties. 

In reviewing the educational attainment level of Macomb County communities, the 
correlation between the percent of college graduates and the median household 
income becomes evident. Table 1 identifies the need to promote the value and 
benefits of higher education in Roseville, East Detroit and the south end of 
Warren where attainment levels are lowest. Mt. Clemens and Sterling Heights 
are areas that are higher than the average in attainment, suggesting a positive 
reception for educational opportunities. These areas also have large 
populations, making them desirable target markets. 
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Figure 1 

1980 POPULATION DISTRIBUTION 
MACOMB COUNTY, MICHIGAN 
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Table 1 



Demographic Characteristics of Macomb County Communities 
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48082 


St Clair Shores 


21,441 


6,863 


25,448 


8.4 


48087 


Utica 


37,044 


11,483 


26,986 


14.5 


48089 


Warren 


38,264 


12,437 


19,863 


3.5 


48091 


Warren 


36,272 


12,825 


20,632 


6.3 


48092 


V^arren 


29,070 


9,504 


27,681 


13.2 


48093 


Warren 


57,528 


18,734 


27,809 


10.8 


48094 


Washington 


13,103 


3,839 


29,095 


17.8 


Source : 


CACI Data Files, U.S 


Census 









The communities within Macomb County are politically fragmented and without a 
strong central government or core of visible business leaders. Overall, the 
voters tend to be conservative and generally suspect of government and public 
expenditures. The county is ethnically diverse, with a concentration of first 
or second generation Italian and Pcxish heritage. The importance of the family 
and the work ethic is strong, but education tendc to be less valued than across 
the remainder of the state. Crime is the greatest perceived community problem, 
significantly above educational concerns (Center for Community Studies, 1986). 

Macomb is tradxtionally a blue collar county, with a greater proportion of 
people employed in auto manufacturing and related industries than the rest of 
the state. In fact, more people are employee in the Mound-Van Dyke industrial 
corridor of Warren and Sterling Heights than work in the cenrral business 
district of do^^itown Detroit (Wowk, 1987). The types of skills needed in the 
manufacturing industry are rapidly changing to work with the new technologies 
and computerized processes. Many jobs are shifting to the service sector, 
particularly in information and communications, and financial services. Even 
in the auto industry, the focus is changing to providing better service as a 
response to severe competition. Retail businesses are becoming an economic 
boon for the central part of the county, but is creating extensive problems on 
major transportation arteries. 
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Macomb Community College is the caly public college or university in the county. 
There seems to be a relationship between unemployment levels (typically driven 
by the auto industry) and Macomb Coirjiunity College enrollment, although the 
effect may be a delayed one (see Table 2) . 



Table 2 

Mac^^inb Coi aty Unemplo3rment and M-^C c^iirollicent 





Annual 






Unemployment 


Fall 


Year 


Rate 


Headcount 


1976 


7.7 


23,593 


1978 


5.6 


25,032 


1980 


14.0 


30,094 


1982 


17.6 


30,410 


1984 


11.7 


31,082 


1986 


8.7 


30,052 



With the recent improvement in the area's economy, migration of families cut of 
the county has been reversed. Table 3 shovs this year's stabilization in the 
number of high school seniors in the county's public schools. Cohorts compared 
by grade level indicate that the attricion of students from one grade to the 
next has slowed considerably. Between 84-85 and 85-86, Macomb County had 995 
juniors who did not become seniors, but between 85-86 and 86-87, there was a 
drop of only 196. 



Table 3 

Ilacomb County Public High School Enrollment 



Grade 


84-85 


85-86 


86-87 


Ninth 


11,318 


10,071 


9,632 


Tenth 


10,469 


10,337 


10,z32 


Eleventh 


10,059 


9,300 


10,262 


Twelfth 


10,088 


9,093 


9,104 



While Chippewa Valley School District has grown by 21% since 1982, Warren 
Consolidated Schools has dropped from 30,000 enrollment in the early 1970' s to 
this yearns 16,263. Utica School District has lost 7% of its enrollment over 
the past five years. County-wide, enrollment counts by grade have started to 
reflect the increase in the number of births, starting with the current fourth 
grade class. This projects to a positive impact on the college age population 
in 1995, but a decreasing pool of high school graduates until then (Wowk, 
1987). 
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Macomb enrolled 28.8% of the graduating class of 1985. The greatest number of 
students have been from Sterling Heights High School and the Utica School 
District. The market penetration has been lowest among the high schools in the 
northern end of the county and some of the small private schools. 



Table 4 

High School Graduates, MCC Applications and MCC Enrollments 
Macomb County, 1985-1986 Academic Year 











% of 


% of 




)/ of 1985 


// Applied 


// Enrolled 


Graduates 


Applicants 


High School 


Graduates 


at Macomb 


at Macomb 


Enrolled 


Enrolled 


Anchor Bay 


244 


65 


51 


20.9% 


78.5% 


Armada 


120 


13 


11 


9.2 


84.6 


Brablec 


193 


82 


55 


28.5 


67.1 


Calvary Christian* 


16 


0 


0 


0.0 


0.0 


Cardinal Mooney* 


58 


20 


18 


31.0 


90.0 


Center Line 


245 


96 


75 


30.6 


78.1 


Chippewa Valley 


470 


199 


165 


35. 1 


82.9 


Clintondale 


260 


106 


73 


28. 1 


68.9 


Cousino 


550 


224 


191 


34.7 


85.3 


De LaSalle* 


160 


5 


4 


2.5 


80.0 


East Detroit 


460 


166 


132 


28.7 


79.5 


Eisenhower 


656 


249 


198 


30.2 


79.5 


Fitzgerald 


233 


72 


47 


20.2 


65.3 


Fraser 


423 


177 


140 


33. 1 


79.1 


Henry Ford II 


385 


172 


135 


35. 1 


78.5 


Lakeshore 


360 


123 


93 


25.8 


75.6 


Lakeview 


300 


116 


99 


33.0 


85.3 


L'Anse Creuse 


254 


99 


83 


32.7 


■ 83.8 


L'Anse Creuse North 


332 


104 


80 


24. 1 


76.9 


Lincoln 


233 


81 


54 


23.2 


66.7 


Lutheran North* 


128 


34 


30 


23.4 


88.2 


Memphis 


74 


3 


2 


2.7 


66.7 


Mott 


444 


159 


124 


27.9 


78.0 


Mt . Clemens 


206 


80 


51 


24.8 


63.8 


New Haven 


80 


31 


28 


35.0 


90.3 


Richmond 


181 


43 


30 


16.6 


69.8 


Romeo 


347 


102 


80 


23.1 


78.4 


Rosevllle 


200 


91 


61 


30.5 


67.0 


St. Anne* 


37 


7 


6 


16.2 


85.7 


St. Clement* 


115 


39 


31 


27.0 


79.5 


South Lake 


194 


98 


66 


34.0 


67.3 


Sterling Heights 


700 


264 


235 


33.6 


89.0 


Stevenson 


554 


199 


175 


31.6 


87.9 


Utlca 


411 


158 


120 


29.2 


75.9 


Warren 


288 


109 


83 


28.8 


76.1 


Woods Tower 


440 


186 


159 


36.1 


85.5 


TOTAL 


10,351 


3,772 


2,985 


28.8 


79.1 



^Private Schools 

Source: MCC High School Feeder Report, 1985-86 
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Recruitment Definition and Theory 

Student recruitment is the planning » implementation and evaluation of a system 
of activities designed to encourage enrollment. These activities include the 
phase of enrollment management from first knowledge of the college to the point 
of registration. 

The recruitment efforts at Macomb are to be informational in nature. The 
effectiveness of the diffusion of information relating to the college's 
programs, opportunities > and relationship to target audiences serves as the 
foundation for making the decision to attend Macomb. 

The key to attracting students is their acceptance of the college mission, 
environment, and programs as these relate to their needs; this is accomplished 
through the slow but effective and lasting process of developing perceptions 
and attitudes over time with effective coimnunications. Dick Alfred (1986) has 
identified ten attributes of a college or university which enhance effective 
conmiunication with its constituencies. They are: 

1. Visibility of programs, services and benefits. 

2. Innovativeness 

3. Ability to attract, develop and keep talented staff 

4. Quality of management 

5. Management of responsiveness to change 

6. Timeliness of strategic decisions 

7. Expression of community and environmental responsibility 

8. Quality of programs, services and benefits 

9. Financial soundness/durability 
10. Uniqueness of operations 



Recruitment strategies and activities should be designed to take potential 
students through the following five critical stages to make a final decision 
about their education: 

1. Awareness: The college must make the public aware that it exists and 
is part of their community by exposing them to various promotional 
activities, events, and information that will formulate an image of 
the college in their minds. 

2. Interest : The college must create a desire among the public to seek 
more information and develop a curiosity about the college. 

3. Assessment : The person makes a mental application of the information 
and weighs its merits for his/her own situation. 

^* Trial : The person has identified with the college, the information, 
or maybe the promotional coordinator, staff or faculty present at a 
recruitment activity or event. As a result, he/she decides to 
experience the college by visiting the campus on his or her own, 
scheduling a tour of the campus, scheduling an appointment with a 
counselor, inquiring about classes, financial aid, etc., or taking 
some other action toward making the college part of his or her life. 

5. Adoption : The person enrolls in classes, and enrollment management 
must shift to retention strategies. The student continually evaluates 
whether or not the experience is meeting his or her goals. 
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A recruitment system that moves students through this process should have 
several basic elements. Kotler and Fox (1985) list the elements of a core 
recruitment strategy to ba direct mail, ':dvertising, catalogs and brochures, 
publicity and promotion, hLgh school visitations, on-campus activities, off- 
campus activities, and alumri support programs. At Macomb, we currently have 
resources to conduct strong efforts in most of these areas, but are limited in 
on-campus activities/tours and in alumni support programs. 

William Ihlanfeldt (in Noel, Levitz, Saluri & Associates, 1986) named several 
recruitment strategies effective in penetrating old as well as new markets. 
Those most relevant to community colleges and appropriate for Macomb to pursue 
are: 

- Focus upon a local primary market area. 

- Develop an early contact program to increase awareness and visibility. 

- Develop a potential student database. 

- Encourage on-campus visits for prospective students and their parents. 

- Be aware that every visitor on campus may be either a potential student 
or an ambassador of good will. 

" Use enrolled students and graduates to talk to prospects. 

Competitive Practices 

Educational institutions have ac.pted to the changing environment in a number 
of different ways, but most have become more active in recruiting students. 
Breland (1985) conducted a survey to describe trends in selectivity and 
admissions standards, admissions policies and practices, requirements and 
exceptions to requirements, the importance of various admissions factors, 
enrollment, recruiting and marketing activities, and financial aid. Following 
are major findings that indicate changing recruitment emphasis in two- and 
four-year public and private colleges. 

- Colleges have increased recruitment activities of every type in the 
past six years. Most dramatic has been the increase in new approaches 
such as direct mail, telephone contact, advertising, and inviting 
students to visit colleges campuses. 

- Recruitment efforts are being directed beyond traditional boundaries, 
particularly at adults and part-time students • 

- Colleges are making special efforts to recruit academically talented 
students. Recruitment efforts aimed toward this group increased more 
during the five-year period than for any other subgroup of prospects. 

- The use of merit scholarships also increased, with 86 percent of 
four-year public and 77 percent of four-year private institutions 
offering them. 

- Institutional budgets for recruitment increased an average of 63% at 
four-year colleges — more than twice the inflation rate during the same 
six-year period. 

- Between 1980 and 1985, applications to undergraduate institutions 
increased, but so did the competition for students. 
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Table 5 and Table 6 summarize and categorize current national higher education 
recruitment activities and practices. These lists suggest actions that 
individuals and departments at Macomb can initiate and use to strengthen 
recruitment in their own area. 



Table 5 

Recruiting Practices Used Prior 
to Students' Expressed Interest in a College 



Meet with students at professional conferences 


79.6% 


Personal contact with schools or colleagues 


72.3 


Mass mailing of flyers/posters for posting 


72.1 


Personal letters to schools or colleagues 


61.0 


Telephone calls to schools or colleagues 


48.0 


Contact alumni to represent the college 


46.1 


Sponsor visits of prospective students 


44.6 


Have faculty make visits to schools 


36.6 


Undergraduate name exchanges with schools 


34.3 


Mass mailing of form letters 


33.3 


Attend Career Day programs at other schools 


22.8 


Provide suiamcr internships to undergraduates 


15.5 


Table 6 




Recruiting Practices Used After 




Students' Expressed Interest in a College 




Send letter 


95.3% 


Send brochure 


94.3 


Have .Admissions Office send application 


67.0 


Invite s:iudents to visit campus 


63.3 


Send application directly 


55.2 


Make telephone call to interested student 


39.8 



o 

ERIC 



17 



13 



Environmental Futuring 

In a recent article entitled "Top Ten Education Issues for 1987," Bill Banach 
of the Macomb Intermediate School District lists the following educational 
megatrends: 

1. Schools as parents (child care) 

2. Internationalization (curriculum for global interaction) 

3. Control of special education (state mandates) 

4. Intergenerational conflict (differences in values) 

5. Over specialized educators (teaching across the curriculum) 

6. Women in administration (differences in management styles) 
?• Battered boards (public pressures) 

8. Diversification of advocacy (multiple special interests groups) 

9. Assessment paralysis (too focused measurements) 
10. The meantime society (coping with frustration) 

He cauclons us against focusing in on educational measurements as isolated 
issues rather than parts of an entire system. 

Harold Hodgkinson also summarized trends in his demographic report for 
education. All One System (1986). He predicts: 

- Over the next decade, the only growth area in education will be among 
adult learners and workers in job training or re-training, particularly 
in settings outside the traditional college or university. By 1992, 50% 
of all college students will be over 25, and 20% will be over 35. The 
continued drop in the number of high school graduates will be most 
heavily concentrated in the Northeast. 

- The upcoming groups of children entering the educational system will be 
poorer, more ethnically and linguistically diverse, and with more 
handicaps that will affect their learning. 

- Asian-Americans represent 44% of all immigrants admitted to the U.S. 
Over one-third of all Asian-Americans are college graduates; their SAT 
verbal scores are far below white averages, and math SAT scores are far 
above. They have high levels of competence in math and the physical 
sciences. 

- Arts and Sciences are expected to experience increased enrollments in 
selected courses, but fewer majors. Business majors will continue to 
increase. 

- Colleges and universities will increasingly share the educational arena 
with businesses, hospitals, museums, local governments, military, 
professional associations, and other private as well as non-profit 
organizations. 

- Increasing numbers of talented minority youth will choose the military as 
an educational option, due to coct and access to high technology. 

- There will be greater numbers of college students who need both financial 
aid and academic assistance/counseling. 

The most recent Harris Poll predicts that education will be the number one 
issue in the 1988 elections, for both the education of the young and re- 
Q training of the workforce. 
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Keppel (1987) has presented forecasts on jobs In The Detroit News , noting: 

- The number of new entrj^-level jobs in 1990 will be greater than the 
number of people age 16-24 seeking emplo3rment by abou*:, 1 million jobs. 
The Impact will be most evident in the growing fast-food industry, which 
relies heavily on teen workers. The phenomenon is due to the "baby bust" 
(the decreased birth rate between the "baby boomers" and the "echo 
boomers") and the growth of the service industry. 

- Employers are expected to respond by hiring more retired people, 
handicapped youths, new immigrants, and retarded workers ^ and to enter 
into cooperative arrangements with other organizations to secure groups 
of workers. They are also expected to pay higher salaries, and to invest 
more resources in training. 

Hossler (1986) predicts that additional influential factors on enrollment 
management will be: 

- the changing ethnic and racial composition of the high schools 

- the stabilization of the number of women seeking a career 

- changing public policy on financial aid 

- the increased emphasis on quality in high school education. 



Modest growth of 50,000 people is projected for Macomb County in the next few 
years. That growth, however, does not automatically translate to increased 
enrollment at Macomb. Figure 2 shows the changing age distribution of the 
County's population. Since different age groups participate in educational 
opportunities at different rates, the shifting age distribution would result in 
a loss of enrollment under those rates (see Table 7). 



Table 7 

MCC Attendance by Macomb County Residents 18 or Older 







Population* 




MCC Attendance** 




Age Group 


1985 


1990 


Change 


1985 


Rate 


1990 


Change 


18-24 


87,659 


77,374 


-10,285 


12,244 


13.97% 


10,809 


-1435 


25-34 


117,817 


131,197 


+13,380 


5,631 


4.78 


6,271 


+ 640 


35-44 


94,709 


108,523 


+13,814 


2,359 


2.49 


2,702 


+ 343 


45-54 


74,616 


81,381 


+ 6,765 


710 


.95 


773 


+ 63 


55+ 


128,462 


154,770 


+26,308 


247 


.19 


294 


+ 47 


Total 


503,263 


553,245 


+49,982 


21,191 


4.21% 


20,849 


- 342 



^Projections from U.S. Census Bureau 
**Credit enrollment of district residents only 



Since younger students (18-24) enroll in an average of 9.5 credit hours while 
adult students over 25 enroll in an average of 6, the shifting age distribution 
dictates that additional students are necessary for status quo with regard to 
the number of credit hours taught. Unless economic development brings a 
migration of younger people into the County, we must recruit an additional 2272 
adults to maintain the current level of instructional delivery. 
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Figure 2 



Distribution of Population by Age Braoicet 

IViacomb County 



I960 



1980 



Sill 



2000 



MALE 



FEMALE 




500 400 



400 



500 



TOTAL POPULATION (OOO's) 



20 

SOURCE: Economic/Demograhic profile, 1983. 
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Recruitment efforts at Macomb are conducted in context of other enrollment 
management activities and in conjunction with other college functions and 
projects. Among these are Student Success Services (retention focus). Public 
Relations (image and reputation enhancement) and Research and Evaluation 
(program evaluation and market data). Others, including instructional faculty 
and counselors, are even more directly involved in recruitment, often 
initiating and planning outreach activities. The ideal is for every employee, 
student and alumnus to recognize that they have a role in college recruitment. 
Through this permeating attitude, we can maximize both formal and informal 
opportunities to increase awareness and understanding of the college and its 
programs . 



College Recruitment Structure 

The basic structure within the college for the planning and implementation of 
recruitment is one of decentralized activities and centralized coordination. 
Decentralized promotion centers are departments or work groups throughout the 
college that focus on distinctive target publics, and often initiate 
recruitment activities tailored to that particular market. College Relations 
provides direction, print collateral, and support services, and ensures that 
the collection of activities is molded into a complete recruitment portfolio. 
The centralized coordination of these activities is accomplished mainly through 
the Recruitment Committee. Table 8 outlines the focus of recruitment 
responsibilities among various units, showing the relationships among roles. 



Table 8 
Recruitment Responsibilities 



Department /Group 

Recruitment Committee 

Academic Affairs: 
Faculty 

Administration 
Current students 

College Relations: 
Marketing 

Recruitment Services 
Information Center 
Recruitment staff 

Communications Services 

Advertising 

Public Relations 

Student and Community Services: 
Counseling 

Financial Aid 
Admissions 
Special Services 



Primary Recruitment Responsibility 

Communication, coordination, 
documentation & evaluation 

Knowledge of curriculum; academic advising 
Facilitation 

Role models; spokespersons 



Market analysis; general direction 

Programming and recruitment support 

Handling of inquiries 

College information dissemination 

Publications 

Ad copy and ad placement 
Press releases 



Career counseling and information; high 

school liaison, industrial liaison 
Awareness & understanding of financial aid 
Entry and enrollment communications 
Support services for special populations 
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The Recruitment Committee is comprised of a wide representation of college 
units, and of individuals involved in some aspect of recruitment as part of 
their job. The stated purpose of the Committee is to communicate information 
about recruitment efforts, coordinate the implementation of recruitment 
activities and events, provide documentation of recruitment activities and 
events, and to evaluate the effectiveness of recruitment efforts. Pertinent 
information is disseminated to the College units via the committee members and 
through meeting minutes. The Committee serves as an open forum for the 
discussion of recruitment opportunities and problems, with a standing 
invitation for all college staff to participate in discussion. Requests for 
recruitment support can be made to the Committee or to the manager of 
recruitment services. 

Recruitment staffing 

Every division of the college participates in activities that recruit students < 
Many of these activities occur informally and spontaneously. When coordinated 
efforts are needed, the college has seveial st<sffing resources that are 
experienced and available. 

All Recruitment Committee members serve as a recruitment resource, both as they 
carry out their regular responsibilities and as they assist each other on 
recruitment projects. Other groups that are specialized in some type of 
recruitment are the Industrial Liaison Committee and the High School Liaison 
Committee. The Information Center and Promotional Coordinators provide 
additional support. 



Macomb Community College Recruitment Committee; 

Paulette Ccndida-Bryant, Manager of Enrollment Systems, Center Campus 
Evan David, Manager of College Communication Services 
Katherine DeTone, Continuing Education Project Manager 

Thomas Dixon, Assistant to the Dean; Business, Health, and Public Service 
Ray Groesbeck, Assistant to the Dean; Arts and Sciences 
Donna Healy, Counselor 

Diane LaVeglia, Community Liaison Specialist 

Stephany Luszczak, Manager of Enrollment Systems, South Campus 

Robert Marrs, Counselor 

Don McCoy, Counselor 

Denise Mennucci, Manager of Recruitment Services 
Vern Hoore, Project Coordinator; Special Services 
Don Muench, Assistant to the Dean; Technology 

Betty Pritchard, Director of Marketing and Communication Services 
Dorothy Savage, Associate Dean; Student Development Services 
Dick Stevens, Coordinator of Admissions and Job Placement 



Industrial Liaison Committee; 

Gordon Dahm, Counselor 
Bart Fiumano, Counselor 

Larry Hackney, Associate Dean; Student Development Services 
Donna Healy, Counselor 
Susanne Joelson, Counselor 
Kathy Larkin, Counselor 
Larry Oshkaloff , Counselor 
Mary Preda, Counselor po 
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High School Liaison Committee; 

Don Capps» Counselor 
Gordon Dahm, Counselor 

Chuck Dennis, Associate Dean; Student Development Services 

Larry Hackney, Associate Dean; Student Development Services 

Donna Healy, Counselor 

Susanne Joelson, Counselor 

Steve Markham, Counselor 

Bob Marrs, Counselor 

Don McCoy, Counselor 

Denlse Mennuccl, Manager of Recruitment Services 
Larry Oshkaloff, Counselor 

Dick Stevens, Coordinator of Admissions and Job Placement 



The Information Center: 

The Information Center provides a r Ingle, recognizable college telephone 
number (445-7999) for display In advertising and promotions • The Center 
staff (1) provide general information about registration, college 
programs, activities, and college fp.rilities; (2) refer callers to other 
offices or departments when appropriate; (3) initiate the mailing of 
requested publications and information; and (4) accept complaints and 
suggestions about the college. The Center is currently staffed by part- 
time personnel who handle over 35,500 phone inquiries each year. They 
meet with each major department for updates on pertinent information and 
to evaluate their services. 

Promotional Coordinators : 

The promotional coordinators serve as college representatives throughout 
the County, providing face-to-face personal contact to answer questions 
and disseminate information about the College and its programs and 
services. They (1) support other college staff in outreach activities, 
coordinating approximately 40 planned outreach events annually; (2) ensure 
appropriate and adequate supplies of promotional materials; and (3) 
initiate mailings of publications requested at outreach events. xTiese 
part-time personnel are specifically trained to present a positive and 
professional first impression of the College, and to adopt a service 
attitude in dealing with the public. 
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Current Activities and Resources 

A compilation of recruitment activities and events for the 1986-87 year and 
coordinated through Recruitment Services Is Included In the appendix. A summary 
of those activities Is Included In Table 9, along with efforts coordinated 
through other departments. 



Table 9 

Summary of 1986-87 Coordinated Recruitment Activities 





It Ui 


est xma l eo 


direct 








costs** 


Career auaTpne^^ ^r^irtt 




1 son 




Hlsh school d^DaytTn^n tp 1 nTPQPn^a^'f nn^ 


15 


3no 




Hlsh school counseling DTPSPntAti ons 


19A 


3 RRO 




Soecial Services nfesentations 


32 


1 1 so 


1 30 


Business and industrv visitations 


31 


A73 




T**"! nancf a 1 a"fH "ftif o'rtnijt'"f on QPQQ^n•nQ 


31 


1 033 


AO 


Colleze and career fairs 
Parents* Night 


Q 


700 


330 


1 


80 


970 


Mall booths 




TDO 


1 "^00 


Trade shows and expositions 


6 


800 


5800 


Campus tours 


4 


89 




Information Center 




48,470 


R 500 


Direct mall pieces: 








Occupant Mailer 


2 


550,000 


14,000 


Viewbook 


1 


25,000 


10,000 


APCE Catalog 


2 


100,000 


26,000 


APCE Brochures 


20 


140,000 


15,000 


Campus Voice 


1 


10,000 


6,800 


USA Today Supplement 


1 


5,000 


2,600 


Advertising: 








Semester Advertising 


40 


5,500,000 


35,700 


Progress Edition Ads 


5 


610,000 


2,100 


APCE Ads 


11 


1,000,000 


3,262 


CHRD Specialized Ads 


35 


1,200,000 


1,348 


Other newspaper advertising 


21 


3,900,000 


5,533 


Programs » directories & magazines 


10 


518,500 


3,455 


Upgraded program brochures 


9 


45,000 


13,500 


Totcil 


544 


13,737,675 $ 


160,049 



*Does not Include full-time staff salaries/benefits or nailing costs. 



Promotional Materials 

Support materials currently available from Communication Services for use in 
recruitment activities Include: 
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- promotional communications 
slide shows 
videotapes 

program and area brochures (see complete list in Appendix C) 
viewbook 
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- promotional items 

ink pens with logo 
bumper stickers 
folders 
signs 

• durable goods for recruitment 
a large booth-type display 
2 portable table top displays 
8 blue table skirts with logo 

Additional print collateral designated for other purposes but available for use 
in recruitment are the College Catalog , the Schedule of Classes , the Center for 
Performing Arts season brochure and travel series brochure, the Guide to 
College Services , onCampus , Macomb Alumni and Quality ±c Affordable . 



Enrollment Patterns 

Macomb Community College is the third largest academic institution in Michigan 
and the largest community college, based upon the 32,052 state-reimbursable 
enrolltnent counts for Fall 1986* Over 80% of the student body attends part- 
time, enrolling in less than 12 credit hours. About 6000 of Macomb's students 
are attending a college for their first time, while over 3500 of them have 
already earned 62 or more credit hours • Approximately 200 high school students 
participate in an early -admit program* 

An analysis of profiles of student characteristics over the past four years 
shows a stable level of enrollment (see Appendix A), The composition of the 
student body varies from fall t^. spring with attrition of students under 20, 
and a slight increase in the proportion of those over 25 years of age ranging 
from 43% in the fall to 49% in the spring* 

One fourth of Macomb's students stated their primary goal in attending MCC was 
to earn transfer credit* One- third say they are preparing for a new job; when 
combined with those wanting to improve their existing job skills, this 
translates to one-half of the students attending for career reasons* Personal 
interest is cited as a primary goal by only 5% of the students* Half of the 
students are attending Macomb with the objective of gaining a credential; this 
includes 4% looking for a certificate, 20% for an associate's degree only, and 
13% for both* 

The proportion of the student body living in Warren or Centerline has slowly 
but steadily declined over the last four years to one-fifth of the enrollment* 
Other major areas of residence are Mt* Clemens (16%) and Sterling Heights 
(13%)* These proportions have remained virtually unchanged over this period* 
The percentage of students from out of the county has increased from 12% in 
1983 to 16% in the fall of 1986* 

Typically, one-fifth of these students are undecided in their program of study* 
The largest area of enrollment is general education (10%); general studies 
ranks at 5%* The most popular occupational enrollments in terms of designated 
program are business programs (Computer Information Systems, Accounting, 
Business Management, General Business), Auto Body Design, Nursing, Electronic 
Engineering Technology, and Graphic and Commercial Art* 
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Follow-up studies of occupational graduates one year later have shown those 
programs which prepare for the highest paying jobs are manufacturing 
technology, fire science, numerical control, and auto body design. The highest 
proportion of employment of graduates in their field of study were for the 
nursing program, administrative secretary, manufacturing technology, and auto 
body design. These programs appear as Macomb's most marketable occupational 
programs when using wages and employment as measures of student benefit. 

The general education track is also strong. The majority of students who 
transfer from Macomb to 4-year colleges not only succeed, but maintain a "B" or 
better average and typically do better academically than students who begin 
their education at the 4-year school. 



Organizational Futuring 

The enrollment of the college has stabilized after a 20 year period of high 
growth, and is not expected to grow at a similar pace again. The organization 
is now in a mature market phase, with appropriate organizational practices 
beginning to center around qualitative outcomes, resource reallocation, staff 
development, strategic planning, curriculum revision, needs-based marketing, 
and fuller utilir,ation of the entity. 

The major institutional issues for Macomb Community College from 1987 to 1990 
have been identified to be: 

- Leadership and human resource planning 

- Relevancy and vitality of instruction 

- Customizing degree credit offerings 

- Expansion of non-credit offerings 

- Evaluation of alternative delivery systems 

- Strengthening institutional relationships 

- Evaluating comprehensiveness and quality 

- Resource planning and development 

- Enhancing reputation and visibility 

- Promoting entrepreneurial initiatives 

The issues that most directly affect future recruitment efforts are (1) 
strengthening institutional relationships and (2) enhancing reputation and 
visibility. The President's Expanded Council identified more specific 
"opportunity issues," including a strong commitment to "formalize enrollment 
management" and to "expand high school/MCC relationships." It is expected that 
these directives and others will be pursued at a moderate pace, utilizing the 
reallocation of resources as monies are freed up. 

With signs of an increasing need for training in business and industry, the 
college is expected to continue to respond with more flexibility in course 
format, schedule, and delivery sites. Two potential academic decisions that 
may present attractive recruitment incentives for regular programming on campus 
are (1) greater emphasis on student involvement and (2) the granting of credit 
for alternative learning experiences. 



ERIC 



26 



22 



Recrultmeiic Goals and Objective^ 



The concepts of marketing, recruitment, and enrollment management are rapidly 
gaining acceptance as a means of insuring institutional vitality. The basic 
assumption is that institutions of higher education can and should exert more 
influence and have a "planful effect on their enrollments through systematic 
efforts in the areas of organizational operations, marketing, pricing policies, 
recruitment, retention activities, institutional research, and strategic 
planning." (Hossler, 1985). 

To accomplish this, college-wide recruitment efforts are structured in a tiered 
fashion, consistent with the college mission, taking their charge from the 
directional goals set forth by the Board of Trustees to satisfy the educational 
needs of the community, and determining strategies within the overall framework 
of the college advancement goals for recruitment. Each department sets 
recruitment objectives specific to departmental situations, yet consistent with 
college advancement goals. 

Faculty, students, administrators, alumni and friends of the college are called 
upon to assist in recruitment through contact with their counterparts and 
relevant interest groups in the region. In this manner, the program will 
stimulate greater visibility and interest in the college among the population 
of prospective applicants, alumni, the business conmiunity and others - 
understanding, at the same time, that the benefits which accrue may not be 
readily apparent in the short run. It is anticipated that the implementation 
of this plan will have consequences wh >h go beyond the immediate stimulation 
of additional enrollment. 



College Advancement Goals for Recruitment 

College Relations formulates institutional advancement goalr. within the 
philosophy, policies, values and mission established by the Board of Trustees. 
These advancement goals provide a foundation for all advancement activities. 

Recruitment strategies and activities have been identified to relate directly 
to the following advancement goals: 

1.0 To maximize enrollment, re-enrollment and retention of students in the 



2.0 To disseminate information about the College's programs, services and 
capabilities to potential students or clients. 

3.0 To disseminate information to employees to create an ability and readiness 
to respond to potential students. 



Divisional Goals for Recruitment 

In the decentralized system, recruitment goals and objectives are formulated at 
the divisional and departmental level and reviewed for consistency with the 
institutional advancement goals. The Recruitment Committee monitors the 
Implementation and coordination of the activities to achieve those goals. The 
following divisional and department goals are numbered according to the 
advancement goal with which they are associated ♦ 



College. 
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Technology 

1.1 Enrollment of a greater proportion of the graduating high school 
seniors into technology programs. 

- Expand high school visitations and presentations to every high 
school. 

- Develop a promotional package to use with Tech tours/seminars. 

- Host a Tech Day for high school students. 

1.2 Maintenance of strong relationships with business and industry. 

- Participate in 4 trade shows /expositions. 

- Run a series of seminars on campus to reach non-' caditional groups. 

- Increase involvement of SME students in trade show, and high school 
visitations. 

- Re-apply for grant funding of faculty summer visitations to smaller 
industrial companies in the metro area for Fall 1987. 

- Continue the grant activities that promote division activities. 

2.1 Keep students and the community informed of educational changes 
related to technology. 

- Publish the TECHNET newsletter. 

- Continue development of promotional brochures to promote programs 
following the format of the Design Tech brochures. 

2.2 Provide students with timely information on present and emerging 
related employment opportunities. 

- Secure research on employment trends. 

- Utilize the Vocational Industrial Clubs jf America (VICA) and 
troubleshooting contests for recruitment. 

- Formalize a volunteer on mentorship program to link students with 
successful alumni for career information. 

3.1 Establish linkages between the Division of Technology and other 
college areas of Marketing, Counseling and Special Services for 
communication of recruitment activities and program information. 

- Develop a training manual for college representatives to keep them 
informed of tech programs. 



Arts and Sciences 

1.1 Increase recruitment efforts. 

- Have faculty presentations on campus and at the high schools. 

- Link involvement in recruitment to specific disciplines. 

1.2 Utilize the Center for Performing Arts as a recruitment tool. 

1.3 Develop a short- and long-range marketing plan for the disciplines. 

1.4 Strengthen follow-up with potential students. 

- Cf :tact students who express an interest in any Arts and Science 
area on the admissions application. 

2.1 Develop discipline information sheets/brochures. 



mc 



2»2 Formalize a comprehensive plan for articulation with K-12's, other 
colleges and business and industry. 
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Business, Health and Public Service 

1.1 Increase recruitment efforts for Professional Food Service. 

- Utilize the Feast of the Month as a recruitment tool. 

- Emphasize the availability of luncheon and evening meal service in 
the Brass Bell Restaurant. 

- Highlight the availability of scholarships through many cf the 
professional food organizations. 

- Publicize PFS student participation in the Annual Ice Carving 
Competition held in Pl3rmouth, MI. 

1.2 Increase recruitment efforts for th3 health programs. 

- Target efforts in recruiting students for the Dental Assistant, 
Optometric and Respiratory Therapy Programs. 

- Participate in a Health Expo. 

- Purchase and utilize a small panel display board in area hospitals 
and clinics to provide information about health programs. 

1.3 Increase recruitment efforts in low enrollment business programs. 

- Target efforts for Purchasing, Legal Assistant, and 
Transportation/Physical Distribution programs. 

- Develop special brochures and include class schedules appropriate to 
each aimed at sele business /industrial areas. 

- Utilize trade papers, magazines, and/or in-house newsletters as 
vehicles for frequent press releases. 

1.4 Provide additional promotion to other specific programs. 

- Promote the new Administrative Assistant Program and recent changes 
to existing programs in Office Occupations. 

- Highlight the new speedwriting course as well as changes to the Word 
Processing Program. 

- Publicize the expansion of the Floral Design Program from strictly 
an evening offering to both a day and evening schedule. 

2.1 Review and revise recruitment brochures by Spring 1988 for Law 

Enforcemen' , Security Administration, Floral Design, Professional Food 
Service, Fire Science, Early Childhood Care, and Administrative 
Assistant. 

3.1 Develop closer working relationships between counseling and Business, 
Health and Public Service staff. 

- House a counselor in E Building and A Building at Center Campus with 
specific program expertise. 

Adult and Professional Continuing Educatiop 

1.1 Target Mt. Clemens General Hospital managers. 

- Research enrollment history of target population. 

- Develop a recruitment brochure that relates degree and non-degree 
management courses. 

- Mail a letter and brochure to target population. 

- Evaluate by tracking fall 87 and spring 88 students for cross- 
enrollment. 
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1.2 Strengthen the link between credit and non-credit marketing. 

- Identify credit courses that pair with APCE seminars or workshops. 

- Disseminate credit program information to appropriate APCE 
participants. 

- Disseminate APCE program information to graduates of appropriate 
programs. 

- Present APCE courses as degree curriculum exploration. 
Special Services 

2.1 Provide information about Special Services to special populations. 

- Make presentations to community programs. 

- Provide campus tours if possible. 

- Participate in Blind Awareness Week at Macomb County Library. 

2.2 Provide information about Special Services to the public. 

- Develop a new brochure. 

- Work with the Macomb County Community Services Agency to have tne 
college display and recruiters available at: 

Mt. Clemens Action Center 
War en Action Center 

Single Parent /Homemaker & Sex Equity Program 

2.1 Develop a community awareness of the support network and services 
available. 

- Represent the program at the College Fair, Resource Expo, Career 
Fair, Adult Education meetings and information seminars. 

- Present program information to community programs. 

- Respond to requests from high school regarding resources available 
to non- traditional students. 

- Disseminate brochures and fliers to appropriate professionals. 

- Develop a direct mailing of brochures and fliers to targeted 
populations. 

- Cosponsor a Young Parents' Conference held at MCC. 

- Provide a career awareness workshop focusing on vocational training 
and non-traditional careers. 

- Provide canpus tours for support class students. 

- Advertise in newspapers and the cable Community Billboard. 

Financial Aid 

1.1 Use financial aid information in recruitment. 

- Sponsor Community Financial Aid Workshops. 

- Co-sponscr; with a local bank, programs on how to finance a college 
education. 

- Represent financial aid at the College Fair, Job Clubs, and Adult 
Education meetings. 

- Promote and award Edward L. Ebert Adult Scholarships among Adult Ed 
personnel. 

- Co-sponsor High School Counselors' Financial Aid Workshops with the 
State of Michigan. 

- Present financial aid program information at area high schools when 
level of staffing permits. 

- Disseminate Quality is Affordable , MCC's financial aid handbook, to 
high school counselors and adult education directors. 
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Counseling 

1.1 Promote MCC in area high schools. 

- Participate in the College Fair and college nights. 

- Establish annual policy for high school visitations. 

1.2 Increase activities in industrial liaison. 

- Participate in educational fairs. 

- Provide on-site registration assistance. 

- Work with industry training coordinators. 

- Host an adult education night 

2.1 Increase the network with area high schools. 

- Plan a musical, a luncheon and an information in-service day. 

- Have counselors assigned to every high school. 

- Encourage membership in Macomb County Personnel and Guidance 
Association. 

Marketing 

1.1 Increase the perceived value of an education. 

- Publicize the results of successful educational experiences. 

- Include MCC students in high school recruitment. 

- Feature common but successful graduates in advertising. 

1.2 Develop an appropriate marketing strategy for the more sparsely 
populated northern half of the county. 

1.3 Increase recruitment efforts toward those v;ho have expressed an 
interest in Macomb. 

- Establish a database from Information Center inquiries. 

- Implement a recruitment communications mail system. 

2.1 Establish criteria for the content and format of recruitment 
publications. 

3.1 Increase involvement in recruitment activities and events. 

- Increase the number of faculty directly involved in events. 

- Use internal communications to inform staff of upcoming recruitment 



- Route recruitment-oriented publications to all interested staff. 

- Establish an electronic bulletin board of recruitment events. 

Admissions 

1.1 Increase recruitment efforts toward those who have taken the ACT/SAT 
tests. 

- Define an appropriate range of scores to target. 

- Provide information about Macomb to those who have expressed an 
interest in Macomb on their test. 

1.2 Continue the promotion of Early Admission Programs with high school 
students. 

2.1 Enhance post admission, pre-registration communications systems with 
prospective students. 

- Coordinate the system of letters currently going to admitted 
students from a variety of offices. 

- Update the International student admissions system. 

- Develop computerized processing of selective admissions requests, 

- Improve the Student Success exemption request process. 

- Streamline and enhance evaluation process of transfer credit 



events. 
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1987-88 Recruitment Action Plan 



Recruitment strategies are more effective as they become more targeted to the 
specific needs and interests of individuals. General activities tend to reach 
large numbers of people, but have less impact on each individual. The concept 
of this plan is based on the premise that market segments often differ in ways 
which affect not only their potential for greater yield but also the type of 
promotional strategies which will be most successful in achieving that end. If 
this assumption is correct, then it makes good sense to evaluate the potential 
of each market in some comprehensive and systematic way and, to the extent that 
it is practicable, to formulate differential promotional strategies to achieve 
the maximum return on invested resources. This market segmentation approach 
also presents an opportunity to experiment with innovative promotional 
activities, and to ajsess the notion that promotional activities which are 
selected to suit the unique characteristics of a market will have a cumulative 
impact which is far greater than that which would have been achieved with a 
generalized effort. 

Tlie basic approach of this recruitment plan is to separately define three 
distinct audiences within our service district and develop stratep,ies targeted 
toward their unique needs, reaching them where they are and addressing their 
more specific interests, "^v using three segments, it combines the more 
effective approach with a wnageable number of primary targets. More 
sophistication can be added to the market segmentation at a later point in 
time, once procedures and mechanisms are established and refined. 



Designation of Target Audiences 

In reviewing historical enrollment data, it becomes evident that the most 
discriminating factor in the probability of individuals enrolling at Macomb is 
age. It provides a general measure of a person's life phase, typically 
differentiating between youth, who are initially preparing for a career or are 
still undecided as to their future goals, and adults, who have family 
responsibilities and have work and life experience. Recruitment activities 
should focus upon these groups prior to times when educational decisions are 
made, suggesting high school graduation as a natural and practical break 
between youth and adults iLarkets. Youth remains as the highest priority 
segment due to its traditionally high educational participation rate and number 
of credit hours taken, but adults provide a greater potential for market 
growth. 

A relatively new and growing factor is the support of business and industry for 
the education and training of their current or laid off workforce. The 
phenomenon has been brought about in part by rapid technological changes and 
intense competition, particularly in manufacturing. This is a unique market 
segment in the sense that recruitment activities would be directed toward the 
employer rather than the potential student. 

These factors provide the basis for the designation of the following three 
primary market segments, in priority order: 

1. High School Students 

2. Community Adults 

3. Business and Industry 
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High School Students 



Without migration into the district, the status quo projections for college 
enrollment are declining until 1995, when the increase in births will reach 
college age. Table 3 (on page 8 of this plan) shows this year's stabilization 
in the number of high school seniors in the county and an increase of almost 
1000 eleventh grade students due to in-migration. But increases in college 
enrollment are proportionally very small. If 70% of these additional juniors 
graduate, 50% of the high school graduates go on to college, and 56% of the 
college-bound graduates attend Macomb, that population increase translates to 
only 188 additional students at Macomb in the fall of 1988. To increase 
Macomb's enrollment of high school graduates by a greater amount, marketing 
strategies should include (1) increasing the size of the market (the proportion 
of high school graduates who attend college) and (2) increasing Macomb's market 
share (the proportion of collegt-bound graduates who attend Macomb.) 

The marketing approach dictates that the way to increase the size of the market 
is to match the product with the needs of the consumer. In other words, to get 
more high school students to apply for college, we must help them view 
themselves as college material, show them the link between the college 
experience and their own needs and aspirations, and show them the path (the 
procedural steps) to make the transition. According to Zemsky & Oedel (1983), 
the needs of youth relative to college choice tend to center around career 
information, peer opinion, and the need to maintain a sense of social 
be] nging. They go on to note that parents' choices are more likely to reflect 
family income and distance constraints. The Recruitment Committee identified 
the educational needs of youth to include: 



- Financial aid 

- Career information 

- Job credentials 

- Employment skills 

- Transfer credit 

- Basic skills development 

- Goal setting assistance 



In recruiting high school students, it is as important to reach those who 
influence the students' opinions as it is to communicate directly with the 
students. This secondary audience includes their teachers, counselors, parents 
and peers. 

Direct communication with high school students can best be accomplished through 
current college students. They have "a lot of energy and credibility" with the 
high school students, serving as role models they can identify with, and as 
personal contacts to answer their questions honestly (Hardwick, 1987). 

MCC strategies for recruiting youth in the high schools are: 

1. Enlarge the percentage of youth perceiving themselves as college-bound with 
messages that clarify college requirements, access, compatibility with their 
lifestyles and aspirations, and career options that they have. 

2. Use personal interaction, high school visitations, high school ambassadors, 
small groups, and informal question & answer sessions with role models. 
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3. Utilize print media that is more effective with this audience, including 
colorful visual and printed materials with less written copy. 

4. Focus additional conmiunication and interaction with high school faculty, 
counselors, and parents to influence those who advise high school students. 

5. Make them aware of scholarships available to them at Macomb. 

6. Determine specific tactics appropriate for each public high school where 
less than 25% of the graduates enroll at Macomb in order to increase market 



7. Determine specific tactics appropriate for each public high school that 
graduates more than 400 students per year in order to increase market 



New communications for high school students to be developed in 1987-88 are: 

- a recruitment video tape to be used in Student Success Orientations, 
with copies for placement in high school libraries and counseling 
offices. 

- a poster suitable for display on the inside of high school locker doors. 

- revision of the Viewbook 



Recruitment occurs in a progressively more focused manner at each grade level. 
Visibility and name recognition is encouraged prior to the high school years 
through community service participation and college involvement in such 
projects as the Science Olympiads and the Sunshine Series at the Center for the 
Performing Arts. 



share . 



growth. 
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High School Student Communications 



Behavior 




Messages 


Vehicles 


Activities 


9TH GRADE HIGH 


SCHOOL STUDENTS 






Awareness 




Careers 

Benefit of college 
Image of MCC 


Packets for 
Career Ed 




lOTH GRADE 


HIGH 


SCHOOL STUDENTS 






Awareness 




Image of MCC 
Careers 

Benefit of college 


Posters 

Bumper Stickers 


H.S. Career day 


Interest/ 
Inquiry 




MCC Advantages 


Discussions 


Career Awareness 
presentations 


lira GRADE 


HIGH 


SCHOOL STUDENTS 






Awareness 




Image of MCC 
Careers 

Benefit of college 


MCC students 
Posters 
Video 
Viewbook 
Campus Voice 


High school visitations 
College fairs 
Career fairs 
Direct mail 


Interest/ 
Inquiry 




Program Info 
MCC advantages 
Financial aid 


MCC students 
Brochures 
Counselors/ 
Teachers 


Career Awareness 
High school visitations 
Financial aid workshops 
Meeting with counselors 


12ra GRADE 


HIGH 


SCHOOL STUDENTS 






Awareness 




Image of MCC 
Careers 

Benefit of college 


Speakers 
Video 

MCC students 
USA Today 
VICA meetings 


High school visitations 
College fairs 
Career fairs 
H.S. career days 
Health Concepts course 


Interest/ 
Inquiry 




Program Info 
MCC advantages 
Financial aid 


MCC students 
Catalog 
Brochures 
Counselors/ 
Teachers 
Info Center 


Campus tours 
High school visitations 
Financial aid workshops 
Meeting with counselors 


Follow-up 




Individual caring 
Goals setting 
assistance 
Admissions 


Letters 

Telephone calls 
Schedule of 
Classes 


Study skills workshops 
Visions project 
H.S. Scholarship awards 
Early Admit program 



procedures 
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lS&7-&a RECRUITMENT ACTIVITY TIMELINES 
HIGH SCHOOLS 



jXY flUS sept XT NOV dec JflN FEB WR APR JUNE 



RECftJITWENT EVENTS 
InfoTMtion Center Hotline 
Beach Booth 

Career Aiareness Presentations 

Caapus Tours 

Career Day 

College Fairs 

High School Visitations 

Career Fair 

High School Faculty In-Service 
Financial Aid Workshops 
Tech Day 

SftT/KT Folloit-up 
High School Luncheon 
High School Nusical 



XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXIfXXXXXXXXX 

xxxxxxxxxxxxx xxxxx 

/////////////////////////////////////////////////////////////////////////////////// 
///////////////////xxxxxxxxxxxxxxx// III inn I inn nil 

XXXXXXXXXXXXXXXXXX XXX XXX 

xxxxxxxxxxxxxxxxx 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiinmnmnmimtmm 

XXX XXX XXX XXX 

XXX 

XXX 
XXX 



XXX 



DIRECT HftIL 
Info Center Follomip Letters 
Viewbook 

Letters to Parents 



iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiininiiinninniiinininni 

xxxx 

xxxx 



Pt^lCITY 
Locker Posters 
Orientation Video 
Caapus Voice 
USA Today 



XXXXX 

mimiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

xxxxxx 

xxxxxxxx 
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Connaunlty Adults 

Adults form the market segment with the most potential for growth. This is in 
part due to technology 'zal changes in their jobs, multiple career changes, and 
the influx of. women into the workforce. A study by Aslanian and Brickell 
(1980) found that more than half of all the adult learners studied to cope with 
career transitions. Adults undergoing a particular transition usually studied 
a topic specifically related to that transition. 

In A Survey of the Adult Learners of Macomb County (1985), adults* interests in 
education tended toward general education courses, business management, and 
computer classes, though not necessarily to get an associates degree. 
Their barriers to taking classes were financial, convenience, work schedules* 
child care problems and family commitments. 

The Recruitment Committee has expanded this list to include: 

- Professional enhancement 

- Licensing/credentials 

- Job skills upgrade/retraining 

- Basic skills development/ remediation 

- Personal enrichment 

- Flexible programs/ class schedules 
~ Convenience and easy access 

- Support groups/ on-campus involvement 

- Career information 

- Day care information 

- Financial aid 



MCC strategies for recruiting adults within the community: 

1. Establish a process for recruiting continuing education students into the 
degree-credit program by providing specific information that relates 
continuing education courses ^o degree credit courses. 

2. Concentrate messages on career benefits, low cost and financial aid, and 
convenience/location. 

3. Target specific adults groups, including county adult education graduates, 
returning homemakers, professional groups, and alumni for non-degree 
coursework. 

4. Target the specific areas of Sterling Heights, Mt* Clemens, Roseville, East 
Detroit and Sl. Clair Shores for presentations to community groups, 
emphasizing the value of education and technical opportunities. 

5. Encourage adult groups to become familiar with the campuses by holding their 
group activities on site. 
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Community Adult Communications 



Behavior 


Messages 


Vehicles 


Activities 


Awareness 


Convenience 


Advertising 


Campus visits 




iiCcauion 


L/irecc mall 


Presentations 




i>enerxu or coj.j.ege 


Professional 


Mall isoocns 




Caree"* advancement 


groups 


Performing Arts events 




opportunities 


Radio/TV 


Speakers Bureau 






Press releases 




Interest/ 


Program Info 


Info Center 


Counseling 


Inquiry 


MCC Quality 


Brochures 


Support groups 




Financial aid 


Catalog 


Financial aid workshops 






Schedule of 








Classes 








APCE Catalog 





Follc^-'Up Individual caring Personalized Ebert scholarship award 

Letters 
Telephone calls 



Communications projects for 1987-88 for the adult market are: 

- Evaluate the effectiveness anu options for the occupant mailer. 

- Special Services brochure. 
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1937-88 RECRUITMENT ACTIVITY TIMELINES 
COMMUNITY ftDULTS 



JULY flUS SEPT OCT M)V DEC JW FEB »>R APR MftY JUNE 



HECailTWEMT EVERTS 
InfonHtion Center Hotline 
Career flNareness Umrkshops 
Special Servicfas Presentations 
Caepus Tours 
Nail Booth 

Perforaing Arts Events 
Blind flNareness Ueek 
Action Center Presentations 
Financial Aid/Bank Seiinar 
Financial Aid/State Seainar 
CoMunity Financial Aid Workshops 
Young Parents Conference 
Single Parent Presentations 
Adult Education Meetings 



xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx 

iiiiiiiiiiiiiiiiiiiiiiiii'.iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiinn 
lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll 
iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiilun 
nmnm xxx xxx xxx 

///////////////////////////////////////////////////////////// 
xxx 

iiiiiiiiiii niiiiiiiii 
xxx xxx 
xxx 

xxxxxxxxxxxxxxxxxxxxxxx 

xxx 



DIRECT WAIL 
Info Center Follow-up Letters 
ACPE Catalog 
Occupant Nailer 

APCE Uellness Training Brochure 
Nt. ClcMens Hospital Letter 



/////////////////////////////////////////////////////////////;///////////////////// 
XXXX XXXX 

XXXXXXX XXXXXXX 



ADVERTISING 

flPCE «5 iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiimninnnniiinnunniiiiiiiin 

SeiKsterAds XXXXXX XXXXXX XXX XXX 

Radio Ads XXX 

Progress Editions XXXXXXXXXXXX XXX 

PUBLICITY 

Prtss Releases XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX 
Talk ShcMS/ Radio/ TV 

Ebert Scholarship Prawtion ////////////////////////////XXXXXXXXX 
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Business & Industry 

The educational needs of business and industry are centered around their need 
to maintain a competitive marketplace advantage through the skills of their 
workforce and the integration of technology into production processes. 
The flexibility of community colleges alleviates some of the problems that 
arise for businesses in working with more traditional types of educational 
providers. In particular, companies need: 

- quick start-up of training programs 

- flexibility in registration, scheduling, and pa3rment processes 

- on-site delivery 

- assurance of results 

- content applicability to the company's work 

- jirticulation of course credit 

MCC strategies for recruiting from businesses are: 

1. Integrate recruitment efforts with existing business & industry linkages. 

- Utilize personal contact with business executives. 

- Strengthen union liaisons. 

2. Establish a communication system to provide program information to business 
locations. 

- Seek opportunities for in-plant presentations/visitations. 

- Develop posters/flyers/brochures specific for in-plant distribution. 

- Use regular newsletters to businesses. 

3. Promote the value and meaning of the associate degree to employers. 

- Develop an appropriate set of messages to use in targeted promotions. 

- Investigate the use of a guarantee /warranty on training for graduates. 

4. Encourage Recruitment Committee participation by contract training 
personnel. 

5. Continue the current promotion of both degree-credit and non-degree credit 
offerings through the Chambers of Commerce, Small Business Development 
Network and the Macomb County Planning Commission brochures and newsletters. 



Business & Industry Communications 



Behavior 


Messages 


Vehicles 


Activities 


Awareness 


Convenience 


Advertising 


Company displays 




Location 


Direct mail 


Business expos 




Quality & updated 


Professional 


Trade shows 




information 


groups 


Personal contact 




Benefits of workforce 


Radio/TV 






training 


Press releases 




Interest/ 


Program Info 


Catalog 


Business & industry 


Inquiry 


MCC Quality 


Brochures 


counseling liaison 




Diverse and 


Schedule of 






current info 


Classes 




Follow-up 


Attention to 


Personalized 


Personal contact 




company 


Letters 
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1S87-88 RECRUITMENT ACTIVITY TIMELINES 
BUSINESS OND INDUSTRY 



RECHUITICNT EVEWTS 
Educational Fairs (Industrial) 
Chiiber of Coserce Trade ShoH 
Tech Day at NCC 
Trade flsu. nations 

Industrial Business Expo (Southf ield) 
Health Exrv> (Cobo) 
Vision Expo (Cobo) 
Autofart (Cobo) 



JULY AUG SEPT XT NOV DEC JftN FEB >iftR APR MftY Jllg 



/////////////////////////////////////////// ///////////////////////////////////// 
XXX 
XXX 

XXX 

XXX 

XXX 

XXX 
XXX 



DIRECT mil 
TECHNET Newsletter 

Brochures 
CHRD Brochures 
Co-op Newsletter 



XXX 



XXX 



NEt<SWER ADVERTISING 
Seiester Ms 
CHRO/ Specialized Ms 



xxxxxx 



XXXXXX XXX XXX 

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX 
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College-Wide Expenditure Plan 
1987-88 Recruitment Activities 

COST 



CENTER 


DESCRIPTION 




AMOUNT 


TOTALS 


lo321-215i^ 


PART-TIME RECRUITMENT STAFF 






$ 33,800 




Info Ctr Supervisor 20 hr@ 


4.50 


4,680 






Information Center 80 hr@ 


4.00 


16,640 






Promotional Reps 60 hr@ 


4.00 


12,480 




io 321-2317 


GRAPHICS 






4,000 


1 .''01 oocc 


PRINTING & DUPLICATING 






3,000 


16321-2517 


MILEAGE 






300 


16321-2521 


SEMINAR SUPPORT 






1,500 




TRADE SHOWS 






11,500 


16321-2988 


Chamber of Conmierce 




U500 




i6321-29oo 


Autof act 




3,000 






Industrial Business Expo 




2,000 






Vision Expo (Codo; 




3,000 






Health Expo (Codo; 




2,000 






EXTERNAL PRINIING 






48,310 


16320-2356 


Viewbook 




Oil n nn 

20,000 




16320-2356 


Posters 




3,000 




16320-2356 


Fall Occupant Mailer 




7,500 




iOJZO-Z35o 


Spring Occupant Mailer 




7,500 




16320-2356 


Bumper stic' ers 




1,000 




15130-2531 


Campus Voice 




6,800 




15130-2531 


USA Today 




2,510 




16320-2522 


COMrilTTEES 






300 




ADVERTISING 






55,610 


16320-2535 


Fall Semester 




20,000 




1632^-2535 


Spring Semester 




15,000 




16320-2535 


Summer Semester 




3,210 




16320-2535 


Applied Teen 




1,200 




1 ^oon OCOC 
1032U-2535 


rrogress Editions 




o r\r\r\ 

J, 000 




1 z: 0 on OCOC 
10320-2535 


Directories » Mlsc* 




4,000 




ocoo 1 


UHRD 




1 ,200 




ICIOI OCOC 

15131-2535 


ArCE 




o r\r\r\ 

8,000 






PERIODICALS & SUBSCRIPTIONS 






408 


i£Ooi 0000 

16321-2322 


Recruitment and Retention 




149 




lAOOl 0000 

10 JZl— Z322 


btudent Ke 'itment Marketing 




25 




i^ooA 0000 

16320-2322 


Marketing tor Higher Education 




34 




ICO on 0000 
1632U-2322 


Admissions Marketing Report 




95 




1 ^oon 0000 
10320—2322 


College Marketing Alert 




40 




1 ^ 0 OA 0000 

16320-2322 


Enrollment Action Report 




65 






TJirPHTTTTTurPXTT 'DDr\/''lJTTDT?C IH ^1 CHH 

K£.C'XUllni!.Nl DK'JLnUKhb ID (? $1,300 






15,000 


11001 _oo 1 7 
1 U J 1— Z j1 / 


riasvics 








1 U J 1— ZJl / 


rieLaj.j.urgy 








11001 O017 

1 1331-231 / 


Fluid rower 








35323-2317 


Special Servi'^as 








14440-2317 


Purchasing 








14440-2317 


Fashion 








1 AAA 0-9*^1 7 


XjcJ^oJ. iioSXoUanu 








14440-2317 


Transportation/Phys Dist 








15131-2317 


APCE Management 








16320-2317 


Discipline Information Sheets 










C.\REER AWARENESS GRANT 






14,000 




TOTAL 






$189,228 
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Evaluation 

The evaluation component of the 1987-1988 recruitment plan Is designed In the 
context that recruitment Is a going concern. Evaluation then plays a vital 
roll In directing and adjusting the ongoing and future recruitment activities 
of Macomb. The Intent of this evaluation Is formative rather than summatlve. 

Research summarized by Volkmann (1986) In CASE Currents Identified the most 
effective methods of recruitment, in priority order, to be: 

1. one-to-one, face-to-face conversation 

2. a small group discussion or meeting 

3. a person speaking before a large group 

4. a telephone conversation between two people 

5. a handwritten, personal note 

6. a typed, personal letter not generated by computer 

7. a computer generated "personalized" letter 

8. a mass-produced, nonpersonal letter 

9. a brochure sent out as a direct mail piece 

10. an article in an institutional newsletter or magazine 

11. news carried by the mass media 

12. advertising in newspapers, radio, television, magazines, posters, etc* 

13. other nonpersonal forms of communication (billboards, etc.) 

The recruitment plan for Macomb calls for the use of a complete array of these 
communication channels. This approach balances the amount of available human 
and fiscal resources against reach and impact, and provides multiple 
opportunities for contact. Evaluation measures will be combined and weighted 
for each component and compared to total cost of that component to assess its 
cost effectiveness. Components will also be assessed according to their role 
in the overall recruitment and promotional program. Recommendations will then 
be made for the use of resources for the following year. 

To implement this evaluation, the following new procedures are undv^rway: 

- Designation of evaluation project coordinators for communications and 
recruitment services 

- Development and implementation of evaluation forms 

- Split run printing of the Occupant Mailer to test messages 

- Telephone surveys for benchmark data; pretest & posttest of the Mailer 

- Addition of 2 telephone lines in the Information Center for testing 

- Organization of student panels at each campus to participate in focus 

groups and other research 

- Implementation of readability software for copy assessment 



Evaluation of the recruitment program will occur at three levels: 
(1) preparation, (2) implementation and (3) Impact. 



ERIC 



Preparation evaluation attempts to assess the adequacy of the information 
gathering and planning and how well the program matches the demands of the 
situation. Implementation deals with how effectively the program is carried 
out and how well communications are dljsemlnaled. Impact measurement documents 
the extent to which the goals and objectives stated in the plan are achieved. 
Cutllp, Center and Broom (1985) caution against substituting measures made at 
ore level of evaluation as assessment of another level. The number of contacts 
made, for example, should not be used as an assessment of impact. 
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Levels of Recruitment Program Evaluation 



Criteria 



Measures 



Methods 



PREPARATION 



Background 


Adequacy of the research 

Accuracy of audience Identification 

Adequacy of the plan 


Committee review 


Messages 


Appropriate content for the audience 
Message platform credibility 
Timeliness 


Focus groups 


Presentation 


Style and format 

Consistency 

Readability 

Accuracy of content 

Compliance with Identity program 

Position of advertising 

Development costs 


Professional awards 
Component comparisons 
Computerized tests 
Committee review 
Color, typeface, logo 
Page & placement 
Supplies, mileage, 
staif, & printing 



IMPLEMENTATION 



Distribution 



Appropriateness of medium 
Reception of activity/event 
Quantity of message deliveries 



Distribution costs 



Secondary research 
Participant evaluation 
# of activities 
// of publications 
// of ads 
Mailing ,'Sts 
Ad costs 



Exposure 



Size of the delivered audience 



Readership reports 
Event attendance 
Contacts made 



Completeness 



Follow through o"! planned activities Comparison to plan 



IMPACT 



Awareness 



Recognition of Macomb 
Recognition of message content 
Comparisons of message recall 



Telephone surveys; 
Blind storyboards 



Attitude change 



Perceived value of education 
Image of MCC 
Reputation of MCC 



Telephone suiveys 
Focus groups 



Behavior change Achic ^rement of objectives 



Department judgement 
Info Center calls 
Coupon returns 
Registration counts 
Penetration ratios 



ERIC 
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APPENDIX A 
MCC STUDENT PROFILES 
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MCC STUDENT PROFILES 



Table 1 

MCC Student Headcount by Age 





Spring 


Fall 


Spring 


Fall 


Spring 


Fall 


Spring 


Fall 




1983 


1983 


1984 


1984 


1985 


1985 


1986 


1986 


Under 20 


3,289 


6,047 


2,882 


5,611 


2,712 


5,251 


2,625 


5,548 


OA O/. 


11,045 


8,199 


9,459 


7,792 


8,910 


7,675 


8,855 


9,219 


25 - 50 


12,169 


10,2f^2 


10,650 


10,054 


10,206 


9,861 


10,j72 


11,552 


AO . ^(\ 


672 


542 


543 


531 


458 


447 


616 


7C^ 


TOTAL 


27,224 


25,090 


?3,588 


24,042 


22,343 


23,306 


22,474 


27,035 








Table 2 












Distribution 


of MCC 


Student Body by Age 








Spring 


Fall 


Spring 


Fall 


Spring 


Fall 


Spring 


Fall 




1983 


1983 


1984 


1984 


1985 


1985 


1986 


1986 


Under 20 


12% 


24% 


12% 


23% 


12% 


23% 


12% 


21% 


20 - 24 


41 


33 


40 


32 


40 


33 


39 


34 


25 - 50 


45 


41 


45 


42 


46 


42 


46 


43 


Over 50 


2 


2 


2 


2 


2 


2 


3 


3 


Average Age 


27.0 


26.1 


27.0 


26.3 


27.0 


26.3 


27.6 


26.8 



Table 3 

Primary Goal of Macomb Students 





Fall 


Spring 


Fall 


Spring 


Fall 


Spring 


Fall 




1983 


1984 


1984 


1985 


1985 


1986 


1986 


Improve existing job skills 


13% 


14% 


16% 


16% 


17% 


17% 


17% 


Prepare for new job 


26 


29 


32 


33 


35 


34 


33 


University transfer credit 


16 


17 


20 


22 


23 


22 


24 


Personal interest 


4 


4 


4 


5 


5 


5 


5 


Other 


1 


1 


2 


2 


2 


3 


3 


Not designated 


40 


35 


26 


22 


18 


19 


18 
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Table 4 
Educational Objective 





Spring 


r SL±± 


spring 


raj. J. 


Spring 


rail 


Spring 


rail 




1983 


1983 


1984 


1984 


1985 


1985 


1986 


1986 




(NA) 
















Associate Degree only 






JU/o 










Certificate only 




3 


4 


4 


4 


4 


4 


4 


Apprenticeship 




2 


2 


2 










Certificate and A.D. 


11 


12 


13 


14 


15 


14 


13 


Selected courses only 


15 


17 


18 


19 


19 


19 


19 


Other 




42 


35 


27 


?4 




99 


?9 


Not designated 




3 


4 


6 




0 


Q 
0 


Q 








Table 5 
















Location of Residence 












Spring 


Fall 


Spring 


Fall 


Spring 


rail 


Spring 


rail 




1983 


1983 


1984 


1984 










Warren/ Centerline 


23% 


24% 


23% 


22% 


997 


917 


917 


907 


Mt . Clemens 


16 


15 


16 


15 


15 


16 


15 


16 


Sterling Heights 


14 


15 


14 


15 


15 


15 


15 


13 


Roseville/Fraser/ED 


14 


14 


13 


14 


14 


13 


13 


13 


St. Clair Shores 


10 


9 


9 


9 


9 


9 


9 


9 


Washington/Utica 


6 


7 


7 


7 


7 


7 


7 


7 


Romeo to New Haven 


3 


3 


3 


3 


3 


3 


3 


3 


New Baltimore 


2 


2 


2 


2 


2 


2 


2 


2 


Detroit 


5 


5 


5 


r 


6 


5 


6 


6 


Grosse Pointes 


2 


2 


2 


2 


2 


2 


2 


2 


Other out-district 


5 


5 


6 


5 


6 


6 


7 


8 
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Table 6 

Curriculum Choices of MCC Students 
(percent of student body) 





Spring 


Fall 




Jt. dx X 


opx Xllg 




oprxng 


JT a± J. 


Curriculum 


1983 


1983 


198A 


1 


1 98S 


1 QftS 
i yoj 


1 QR^ 

1 70U 


1 >Ou 


Undecided 


28% 


15% 


1 71 


1 '^7 


1 '^51 




1 S7 


1 i2 

1 4« 


Undecided - Business 


5 




s 






J 


s 

J 


Undecided ~ Other 










9 








General Education 


25 


1 J 


1 ? 


1 1 
1 1 


1 9 


1 9 


1 1 
1 1 




General Studies 




5 


6 


6 


6 




7 


5 


BDP/CIS 


5 


g 


fi 

o 


7 




u 


c; 
D 


.J 


Accounting 


4 


5 


5 






U 


«^ 




Business Mgmt 


2 




c: 






0 


c 
3 


c 
3 


General Business 


7 


3 


3 


3 


3 


3 


3 


3 


Auto Body Design 




1 


1 


2 


2 


2 


2 


3 


Nursing 




3 


3 


3 


2 


2 


2 


2 


Electronic Eng Tech 2 


3 


3 


2 


2 


2 


2 


2 


Graphic /Comm Art 


1 


2 


2 


2 


2 


2 


2 


2 


Word Processing 




2 


2 


2 


2 


2 


1 




Marketing 




1 


I 


1 


1 


2 


2 




Robotics 






2 


2 




1 


1 




Adm Secretary 




1 


1 


1 




1 


1 




Law Enforcement 




1 


1 


1 




1 


1 




Legal Assistant 




1 


I 


1 




1 


1 




CCT 


1 


1 


1 


1 











All other programs are less than 1%, 
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1986-87 RECRUITMENT ACTIVITIES 
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01-01-BO AT 3:20 



RECRUIUCNT flCTIVITIES/EVENTS 



Page 1 



ACTIVITY 


BEGIN END 


CONTftC 


flPPLG flPPLR ICflROG ICflRDR 


1 

Vision Expc 


06-09-87 06-11-67 


360 




45 


'PrtsentatiorK^keshore High School 


05-27-87 05-27-87 


35 




Presentat ion-Eisenhower High School 


05-21-87 05-21-87 


40 




1 Presentation-Lincoln High School 


05-20-87 05-20-87 


34 




1 Presentation-East Detroit High School 


05-20-87 (fi-20-fl7 


34 




Presentation-ttt. Cleeens 


05-19-87 05-19-87 


30 




1 Present at ion-£istrilKMer High School 


05-19-87 05-19-87 


34 




Presentation-iincoln High School 


05-18-87 05-18-87 


37 




Metro Beach Sesquicentennial 


05-16-87 05-16-87 


45 


24 


Prescntation-LikevieM High School 


05-15-87 05-15-87 


35 




Health Expo 


05-15-87 05-16-87 


110 


25 


IPresentation-East Detroit High School 


05-15-87 05-15-87 


27 




Fitzgerald High School 


05-U-87 05-14-87 






jUarren Consolidated High School Cupus Visitation 


05-14-87 05-14-87 


50 




Oakland University Career Fair 


05-13-87 05-15-67 






Osbom Career Fair 


05-13-67 05-13-87 






Presentation-Ht. Clewns High School 


05-13-67 05-13-87 


25 




Oakland University 


05-13-87 Krl3-87 


55 


30 3 5 


iiarren High School 


05-13-87 05-13-87 


30 




Presentation-East Detroit High School 


05-13-87 05-13-87 


34 




East Detroit High School College Fair 


05-12-87 05-12-87 


25 




Conner Staap Plant Jobs Day 


05-12-87 05-12-87 






Pres^taMott-Fitzgerald High School 


05-12-87 05-12-87 


34 




Presentation-Mt. Clewns High School 


05-12-87 05-12-87 


36 




PrMcntation-Mt. Clcaens High School 


05-08-87 05-08-87 


35 




Sagin»M Detroit Educational Fair 


05-07-87 05-07-87 


30 


8 1 


Presentation-Mt. Cleeens High School 


05^)7-87 05-07-67 


37 




Presentation-Lincoln High School 


05-06-87 05-06-87 


37 




SiMritan Health Center 


05-05-67 05-05-87 






Presentation East Detroit High School 


05-02-87 05-02-87 


25 




Presentation-LakeviBM High School 


05-01-87 05-01-87 


30 




Presentation-Lincoln High School 


04-29-87 04-29-87 


30 




Presentation-Lincoln High School 


04-26-87 04-26-87 


36 




Presentation-Ht. Cleeens High School 


04-24-87 04-24-87 


46 




Presentation-Mt. Cleiens 


04-23-87 04-23-87 


58 




Presentation-Mt. ClCKns High School 


04-23-87 04-23-87 


41 




Industrial Expo 


04-21-87 04-22-87 


100 


30 10 


Sottthfield Civic Center-Industrial 


04-21-87 04-22-87 


il4 


30 


Prtsentation-Mt. Clnens High School 


04-14-87 04-14-87 


34 




Prescntation-LakevieN High School 


04-09-87 04-09-87 


34 




Nacori) CoMunity College Fair 


04-08-87 04-06-87 






Nacoib Conmity College Career Fair 


04-06-87 04^)6-87 


tSO 


60 12 12 


Prticntation-LakeviM High School 


04-08-87 04-06-87 


32 




Prismtation-LaiteviiN High School 


04-03-87 04-03-67 


30 




PrefcntatioR-iakevieH High School 


04-03-87 04-03-87 


27 




Prtientation-flnchor Bay High School 


04-03-67 04-03-67 


37 




Nacori) CoMunity College Fair 


04-02-87 04-02-67 






Young Panrts Conftrcnce-..bC 


04-02-87 04-02-87 


95 


3 9 9 


Presentation Anchor Bay High School 


04-02-67 04-02-67 


•TO 




Prescntation-LakevieN Hi]^ School 


04-01-67 04-01-87 


20 





I 

TCT 
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1-01-80 AT 3:30 
IVITY 



R£CRUIT»(ENT ACTIVITIES/EVENTS 



Page Z 

BEBIN END CONTfiC fiPPLG ICfiRDG ICflRDR 




WB/i Tech Center-CPC Engineering 
Wrtsentation-flnchor Bay High School 

Presentation-East Detroit High School 
Hbresentation-WTHS 
Vresentation-St. ClcKnts Hii^ School 
Presentation St. Clcwnts High School 
■presentation-St.CleMnts High School 
vresentation-St. Clewnts High School 
^Vesentation-Southlake High School 
Presentation-Fitzgerald High School 
Vresentation-£isefihoNer High School 
wresentatioR-EisenhoMer High School 

Unt. in Non-trad. Careers Class, Bom School, St.Cl. Shores 
■Continuing Education for Youth Prcgraa, Keid inter. School 
P>resentation-Sterling Heights High School 
Presentation-Cousino High School 

■b County Inter-flgency Council's Uo«en*s Issues Conf. 
ntation-St. Clewnts High School 
usino High School Tech Presentation (2) 
Uarren Uoods High School Tech Presentation (2) 
^leetMood Plant 

.jpVesentation-St. Cleaents High School 
'i St. Clair County Vocational Tech. 
■presentation-Career Prep 
■Career Prep Center Tech presentation (2) 

vutcher CoMunity Education Center's Job Club 
^t. CI. Shores Schools Post-Second. Ed. Oppr. for Special Ed 
Vresentation-Mott High School 
Vvesentat ion-Lincoln High School 
Butcher Cow. Education Center's Job Club 
tt High School Tech Presentation (2) 
tation-Harren Uoods High School 
Uarren Head Start Parent Meeting 

entation-Sterling Heights High School 
ntation-ChippeMa Valley High School 
Sterling Heights High School Tech Presentation (2) 
HacoKb Cowunity College Expo 
Hyoraiatic Education Fair 
■Rnchor Bay High School 

Macoab County Inter-flgency Council 
flL'anse Cruise Vocational Tech 
^Bethany East St. Margaret's Church St. Clair Shores 
Jeanette Junior High School Carwr Night 
Cliwns High School Catapult Prograi 
Macoeb County Inter-flgency Council Meeting 
Attica Head Start Parent Meeting 
Eaton flcadwy, Biriinghai College Fair 

fkrren Hoods Enterprise Highschool 
ankoH Career Center-L'anse Cruese Oppor. to change Prograi 
Coca-Cola Career Day 




03-31-87 
03-27-87 
03-26-87 
03-26-87 
03-25-87 
03-20-87 
03-20-37 
03-20-87 
03-20-87 
03-19-87 
03-19-87 
03-18-87 
05-17-87 
03-16-87 
03-13-87 
03-11-87 
03-11-87 
03-11-87 
03-11-87 
03-09-87 
03-06-37 
03-06-87 
03-05-87 
03-04-87 
03-04-37 
03-03-87 
02-26-87 
02-25-87 
02-25-87 
02-25-87 
02-25-87 
02-23-87 
02-19-87 
02-18-87 
02-18-87 
02-18-87 
02-16-87 
02-12-87 
02-11-37 
02-11-87 
01-22-87 
01-16-87 
01-15-87 
01-15-87 
Oi-14-87 
01-13-87 
01-12-87 
01-09-87 
01-08-87 
10-04-36 



03-31-87 
03-27-87 
03-26-87 
03-26-87 
03-25-87 
03-20-87 
03-2C-87 
03-20-87 
03-20-87 
03-19-87 
03-19-37 
03-18-87 
03-17-67 
03-16-87 
03-13-37 
03-11-87 
03-11-87 
03-11-87 
03-11-87 
03-09-87 
03-06-67 
03-06-87 
03-05-87 
03-04-87 
03-04-87 
03-03-87 
02-26-87 
02-25-87 
02-25-87 
02-25-87 
02-25-87 
02-23-87 
02-19-87 
02-18-87 
(fi-18-87 
02-18-87 
02-17-87 
02-12-87 
02-11-87 
02-11-87 
Ol-ffl-87 
01-16-87 
01-15-37 
01-15-37 
01-14-87 
01-13-87 
01-12-87 
01-09-87 
01-08-87 
10-04-86 



35 
26 
SO 
50 
36 
46 
23 
23 
50 
IS 
59 
29 



18 

30 

30 
77 
76 
36 
9 
58 
30 
78 



30 
32 

60 
36 

39 
37 
80 
55 

120 

20 

35 



11 



12 
2 



15 
5 



5 
2 
4 

10 



I 



I 
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RECRUITICNT ACTIVITIES/EVENTS 



Dl-01-60 AT 3:30 a.i. 
flCTMTY 



■nCMft-Uayne County Coaunity College-Mortheast Center 
^NfCROIHlayne Courty Coaunity College-DoMntoNn Caipus 

NACROft-Uayne County Coaunity College 
■LakevieN Autowtive Activity 
■Ford Rougt Plant 

Dearborn Assevbly Plant Education Fair 
^jarren Cons. Schools Teacher Consultants-Tour S.C. 
Vinancial Aid Sainar 

Ford Trii Plant 
_Ford Utica Trii Plant Education Fair 
■KellHood Public School - Career Day 
■Nacoib County Action Center 

Nacoab County Coa. Service Action Center 

Kob Club Caipus Tour (South) 
he College Fair 

Hi. Assoc. of Learning Disabilities Educators Conference 
aNacoib County Coaunity Services Agency - Open House 
■Nacoab Inter-Agency Council Neeting-Mt. Clceens 

The Hacoeb County Diaaber of Coaerce Business Expo 

I Brace Hospital Coa. Outreach on Aging 
Blind flNareness 
Nacoab Inter Agency Open House-Septeaberfest 
' Nacoab Mall 

BRoseville Plaza Nail 
_Notropolit«n Beach 

Action Coaunication/Stud. Success Srvs. Training Sessions 
^Tour NCC South Caapus 
■Nary Lange, Teacher 
'"Born School 
Caapus Tour-Bom School 

I Tour NCC South Caapus/Displaced Hoaeaaker/Burn Center 
Fitzgerald H.S. Fair-'Learning Together for the Future" 
Tour NCC South Caapus/Roaeo High School 

I Nacoab Inter-flgercy Council 
Job Club 

Tour NCC South Caapus/Butcher Job Club 

IStroh Eaployee Transition Center 
Tour NCC Center Caapus/Henry Ford II High School 
Uendy Caldaell, Non-Trad. Careers for Mown 
Career Raareness Workshop 

I Butcher Job Club 
Fluid Poaer/Cobo Hall 
Butcher Job Club 

I Tour NCC Center Capus/Senior Citizens 
Career Fair 

Zuccaro*s Country House - Office Expo 

I Clinton Valley Nail 
Health, Health, Hooray 
Art Careers Sainar 
Job Placeaent Center Workshop 



BEGIN END 
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CuNTAC APPL6 APPLR iCARD6 ICARDR 



12-04-86 
12-03-86 
12-02-86 
11-21-86 
11-18-86 
11-18-86 
11-14-86 
11-11-86 
11-05-86 
11-05-86 
11-04-86 
11-03-86 
11-03-36 
10-23-86 
10-23-86 
10-17-86 
10-14-86 
10-08-86 
10-07-86 
09-29-86 
09-23-86 
09-09-86 
08-24-86 
08-05-86 
06-30-86 
06-07-86 
06-05-86 
06-02-86 
05-23-86 
05-23-86 
05-23-86 
05-22-86 
05-15-86 
05-14-86 
05-13-86 
(S-12-86 
05-^)9-86 
05-08-86 
05-01-86 
04-29-86 
04-29-86 
04-29-86 
04-28-86 
04-24-86 
04-23-86 
04-20-86 
04-20-86 
04-19-86 
04-08-86 
04-03-86 



12-04-86 
12-04-86 
12-03-86 
11-21-86 
11-18-86 
11-18-86 
11-1<^ 
11-11-86 
11-05-86 
11-05-86 
11-04-86 
11-14-86 
11-14-86 
10-23-86 
iO-23-86 
10-17-86 
10-14-86 
10-08-86 
10-08-86 
09-29-86 
09-25-86 
09-09-86 
08-29-86 
08-25-86 
08-01-86 
08-23-86 
06-05-86 
06-02-86 
05-23-66 
(6-23-86 
05-23-86 
05-22-86 
OS-15-86 
05-14-86 
05-13-86 
05-12-86 
05-09-86 
05-08-86 
05-01-86 
04-29-86 
04-29-86 
04-29-86 
04-28-86 
04-24-86 
04-23-86 
04-20-86 
04-20-86 
04-20-86 

04- 08-86 

05- 30-86 



280 


7 


6 




56 


25 


6 


0 


1 


0 


25 


6 




1 




200 


12 


12 


6 


6 


200 


12 


12 


6 


6 


15 






4 


4 


180 


25 


1 


50 


40 



100 
350 

50 
100 
350 



0 
5 
0 
5 
0 

50 



3 
5 
0 
10 
3 
0 



I 



54 



V - 

I 



50 



|>l-01-80fiT 3:30 

flCTWITY 
Itacoibltall 

.^raining for rm Business Owwrs 
■ itental Health Carters Setinar 
Monthly Tour/NX South Caipus 
■CC South Caiptts Tour/Boy Scouts 

Careers in Drafting Seminar 
■rCapital PunishMmt" Panel 
ptonthly Tour/KC South Caapus 
Career Changes - Retirescnt Uorkshop 
liege Expo - Lading 
sher Job Club 
inancial Ait Sessions for Students and Parents 
Clinton Valley Mall 

Kour South Caipus/Oxford Schools 
our NCC/So^'.i Caspus 
Blue Cross/Blue Shield 
int Cleeens Action Center 
l^rost Job Club 

"Kusic lUn" Perfoming Arts/Project 
terfield Man 
Jo» ^^rvice Agency 
[nt Clenens Job Club 
Mount Cleeens Action Center 
irren Action Center 
iac Parts Plant 
Ford Lccal 400/Education Fair 
l^lacoeb Mall 
Iciinton Valley Hall 
^iniversal Hall 
.Presentation - Lincoln High fr'^'^l 



RECRUITMENT ACTIVITIES/EVENTS 



^11 

^ini 

' Clin 
.iTour 

. Blue 
Aftoun 
Vros 
•Mus 
JSiest 
■faca 
■Mount 

Mount 
■lam 

T^dnti 



IrOTALS 



aCONTA 

|appl6 



TAC 
L6 
APPLR 
^ICAROB 
■iCARDR 
^Pr: 



5,71S.OO 
411.00 
49.00 
166.00 
167.00 



31.756 AV6. 

2,263 AV6. 

0.272 A^. 

0.922 AV6. 

0.328 AVE. 



inted 180 of the 180 records. 



i 
I 

I 

I 



mm END 



Page 4 

CGNTfSC '-^G aPR-R ICflRDG ICflRDR 



04-02-BS 
W-02-e6 
03-25-86 

03- 19-86 
02-26-86 
02-25-86 
02-24-86 
02-19-86 
02-19-86 
02-19-86 
fe-lc-86 
0i:-OB-86 
02-03-86 
01-29-86 
01-08-86 
lL'-12-8' 
iS-lO-85 
12-04-K) 
11-13-85 
11-04-85 
10-23-85 
iO-14-85 
10-01-85 
09-03-85 
08-14-85 
07-30-85 
07-22-85 
07-06-85 
07-01-85 

04- 1-87 



04-14-86 
04-02-86 
03-25-86 
03-19-86 
02-26-86 
02-25-86 
02-24-86 

02- 19-86 

03- 26-86 
02-19-86 
02-12-86 
02-08-86 
02-J4-86 
01-29-86 
01-06-t6 
12-?,: -f 5 
1' 85 
12-04-85 
11-13-85 
11-18-85 
10-23-65 
10-14-85 
lO-h-65 
09-13-85 
08-15-85 
07-31-85 
07-28-85 
07-06-85 
07-02-85 

04- 1-67 
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PUBLICATIONS LOG 
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PUBLIGATIONS 106 

Nhb li^iHMfi PwptM flidiffnct nncri^icm Contxt Nim Phont lltv D D 



57 



MtcdAMl. HIH.S. HKfutt StttfRitt M «i iihitt trifoM Iradivv lifttnf cwricvlw and m 

othar HMltli «i N«M SirviCM covsm S. (rBrim 2097 7/|| 

MX SoTttoll niy. CI StM. 9lidmt> Grcr and Mm, f«r-fold ^Itt littini tht wwii's 19K foftball 

KM«lt| coacfiiRl ttafff Hdia |«idt, and indtvidoal rtcordt. E. Stanton 7119 ISK 

Nm't IMr. Ath Pliy. Ed. Info CoMity and Mat, fow^eld ^mtfiilH dtfcrtbinf the «n*s athlatic 

(KtJfrvi, tli|iMUty mln, Hall of Athletic Eacellfnct, and an ovtrvien of 

tht Phyiictl Edication Cmttr/Sirvtcts. E. Stanton 7119 

Collaft Utalof tod.9rv Info Stadtntt M\m and «hitt 300 ^ cataloi litlini Board of Trvttits, MX 

tdacitiMtl philocoffqff difrtti/ctrtificatts rtqair an n t t, variovs larvtcM, 

atiittanct dirfciary, and facilty inforHtion. D. Uirq 7407 li-M 

S*thifi| Social Mdati'in MKmit m#i School Pink flyar dncriUnf idiolandiip anvda. D. StavtAS 7246 

9tl Mtit Pnc MaiiaiOR MKmit Stadmtt lit* trifold brtidwrt littinf inforwtion on flsaociatt Otrtt 

Nvrsini, Physical Tharapitt Aaoittant, ilnptratory Thtrapy <2 yr) and 

^Htrimy Tachincian profrm^ D. Sttvtna 7246 K/tt 

%plica AMflt Adtiflfion fldtit Stadtntt Application foni far aMsaion to tht coUtft. 0. Sttvtm 7246 7/«7 

Early Adtiatian Adaiiaion tec*'tit Hi#i School llw and ahitt pMplilit oatlinini procadtrtc for tarly ateit hifh 

achool atadantt* B, stevana 724( 

VS Iwinaat tacrait MI BloaMiit* trifold liatiai carrictiM and co«r«ts| alio othtr 

buftntaa prar«a. T. Dixon 2196 7/16 

PvthMinf iMimn AKrait Stidmta firoan trifold liatinf carricalaa and coantc. T. Dison 21S6 7/Al 

Ltfal SKfttary iMiiMt AKmit Stadanta YtUoH tHfal > xhtfv littinf carrtcalat and comts} alio othtr 

BHtintatprori-^ T. Diion 2156 7/16 

A iwi p Mii t Kaintat AKmit Stadtnta Lt#it parpl rrifold brechart littinf ctrrtctlan and coarw^; alto 

othtr Ktinti^i profrav. L Dixon 2156 3/» 

IMttini iattnttt AKmit Stvdttftt Sold trifold brotham littinf cwrictilut airi cnarttt; alto othar 

latinttt profriK. 7. Divon 21S6 12/11 

Accotntinf tainttt AKmit Stadmtt Dtift trifold fcrochtrt littinf ctrrictiltt and cotrtttt alto othtr 

Butinttt proratt* T. Duon 21S6 1/12 

Cotp Info Syttt AttiMtt Axmit Sttdtntt MatMiitt trifold ferochara littinf carrictltt and courtatt alto 

othtr ha&inttt prortM. T. Oiion 21S6 7/«6 

Odit I Fimnct tainaat Ikcmit StadaMt Gratn trifold brodiom *ittinf cwr^ctlti tnd Mtrttt; alto othtr 

ftnintM profrav. T. Diion 2156 tO/Al 

CotMtolofy A|t Ktifittt l^it Stadantt U#it parplt trifold farochart uttinf cwrictliai tPd coamett alto 

othtr latinttt profrttt. T. Diaon 2196 



ERLC 



01-01-10 AT 7s20 

Nm OtyriMn Pwfsm Mitnct Incrs^ion 



Contact N» 



Paf>2 



Aiim Sicritvy Mmm tacmit Sttdmtt llttMitt trtfpld IrodMrt Htttni b«*/iflc*y ctrrtciilMi Mi 



LflfAl Ani^'.tMt Mmw Rrmit Stiimtt llwMiilt If ifoM Mim litttni cwrtcului and mrwf; alio 

ottwr Iwtwis profraK. 

Co-o^ Conci#l taiiMS Inrtit MiM Utifi m4 krowi krodivt incriktii| tltt Go-«p Conctpt. 

Intatrial Coop Ct-tp IlKrvit CamtdXy firty f«r-f»M krocNrff liftini ififormation akovt tht co^ 

tipK^i«c?t c«rrlc«]«s «d iftforaitiofi. 

Gupliitit Cv.11 ill Info Staff Itifi mi Mack trifoM teolort Mkjict to dianft) daicrihtni 

"IlittU HippMiiii at tkt Colli|t\ 



?• Dtiofi 

T. DtBOrt 
J. VaHy 

J. Th<»pwft 

N. Stmiofi 



21S 7/» 



ORvpant Natlir foil. Ail tartit CoMiity Foar prta taklai4, ^aviar folM. Color wrf forwt in. 

NaiM to poiUl patroat in Nacoib Cowity prior to Mil rtftitratton. Contains 

all rant offarinii. Niilai iprini and fall* N. SitONon 

UW Today Sappl OolK Rtl fmnii' Stadnitt foar color takloid «ith fall n9» KC ad on bKk. Spatial 

carairt oapplaMl tiitli rtfilar adition UM Today f or m by tcacfwrs at 

claaarm projact for achool atadpntt. N. Stmaon 

Capat Vbict Coll. M tacntit Stadanta SO paitf lii|^ aaality a^azint dittribnttd to HacMb Coanty hi^ 

Khoolt faniors. GonUiat foar pip apactal aaction iiith ftiotos on NCC. Othar 



NT info and basiano raply card ia incla^ 4* 

Claat ScMalt Collafa teiistr Stadanta Sa^dla l ow d iMprint* Incladaa foras, cIom inforvation and 

colltft aanricta. Nailad tlvat tiats a ytar. 

CDllaia Foldar CoUapa Ptobo Gonf flttanda Uhit* folJar nith collaft lepo. Hm pockata for variad ase. 

6nw iaainm Baainatt AKmit 9tadanta ttlat and idiitt trifold brochm liftinf carricalan and cooraat; 

also othar baaintas propran 

VtMbook Collait iKrait Hi |h School 4-color brodiart that daacribat tht colltft. Dm 

tastiionials. Iritf dtacriptions of propraaa. 

ltelco«t/ICC CC Coll apt iMpt Cowinity Grty and blat foar-fold brodwt includinp a coUapt. l%*iodtcilly 

apdattd. 

UPlcoat/ICC 9C Collapt laapt Coaanity Baipt foir*fold Irodiw incladinp colltft up. Pariodtcally 

updatad. 

Thirtitth flnniv Collapt taapt CotMnity 8 1/2 by 11 bookltt dticribinf tht pMt and pmtnt of tht colltft 

and poUAtial fatart for Nacoab. 

Gao Nkt Nap Collapt Info CoaManity Ltfht bl« and ahitt partial narhtt nap of Hichipan. Ptriodically 

apdaitd. 



K Sinowon 

P. Condtdi-B/S. Latzczah 

U NwTiy 

T. DxjtOR 

B. Bolda 

B. %)lda 

B. Bolda 

B. Bolda 



2156 

7699 
7063 

7063 

7063 

7063 

2207 71M 
7397 



2156 7/K 



7406 



7406 4/17 



7406 4/57 



7406 



PtopltlPridi Collaft AKOf Staff Blat and idiitt boofcltt dtacribinp ataff accoaipli^iBantt. 
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PmiOftTIONS LQ6 



01-01-40 AT 7:20 «.a 

Nnt ^^pvimn Pirpoic Miifict ftncriplioii 



Ml9§i «Koi »fdm/t% Booklil Qniificrtt «tf AuocsMt tafrw r«d««t«. Smi 

Tr«Mini Oitt iMiiMt kcrtit 9l«tfintt llMMiit* XHMi liftif« cwricilw «nd covMrsi alio oUwr 

kvtiftfff prtprii, 

Imt E«p»i«it CoUiit Info Com/Staff ll«t «i liiitt kooiiltt littii^ tipxtt of iNitit«tioMl MphHis, 

limliMl antf or|«isuttOMl pirMits, and valm, 

iiporttoCoa Mini Info CoMnity iooUfll ^^*Miii| ecMity mcinw «i imi^^ 

isMM for that yMT. Anaailly apdalid. 

ta/N|it 6«i* Coal a tecmit iat. ^It 8r«y hooUtI, com infonMiioD for proftfaioml contifwing 

ithKalion, Nfistration forw and inforMtiovw 

Con* a Citalof Coat Ed Rnnii CoMity looklat with eowat offaria|i dncriptiono, rtfittration info, 

■ailini paaal. Smi AmHh 

MlNMi Coal Ed Annit CoMity Trifold nith dtxriplion of claastf, rtf iftratton forii mil 

pmmU (tlvft ttm a yaar. 

flk Hit Pir Coal Cd Aonit tnactivt UH IliiU trifold hnodMrt littia| of nrrinlaa, ra^iraamts m6 job 

ofporttnitiff. 

Caart iiportiR| Coal Gd Mi^irt CoMiily Bai|t trifold krocNra listini cwrtcalaa ai^ inforvition. 

Nicro Clanaa Coal Gd Anniit CoMity filoaiy faar-fold ferodNrt fipUinini tha daawt anf proctdarts. 

Updatad li-vnaally. 



Prof Npt Offv Coat £d AKrait CoMity looitlit *acrifcin| tha PiPofaMsoMl ltani|Nent Dr^lopoMt Covres 

and procadarai. (J^datad fci-aiaMally. 

Nrt Pro Cent Ed ixniit CoMnity Oranfo, llaa and fray trifold brodMra liatii^ cor-^ sdwcaln 

ifid otlwr infoTMtion. Updatad bi-ann«ally« 

Haz Coaa Satin Coat Ed torait Coumity firay md Mot trifold littini infonwtton rtlatinf to tha 

sasina*. Updatad aa naaM. 



Coat Gd Info CoMity Saifa and blaa trifold ftrodiart Hitir^ mforwition on tha 
AIO81 



Cent. H I 



PaiaS 
Phona I Ck 



A.Huaka<SC)/L AilaytCP 20tO 



Slatll Naifwaa Cont Ed Ibcrcit Cownity foar-fold Mmn. tafiitration md ituiona {>icTiption arv 

incladid* Updatad bi-ann«ally. 

Discovtr Coanaalnf AKrait CoMnity YtUoa trifold tndmt. 

£♦2)4 Coanaalni Info Stadmtt Saall tv^oiw and fray booklat; it it m objictiva ayalaation of 

tha factors that yoa itioald conaid«r bafora yoa doci^ idialhar or not to anroU 



T« Dixon 

8* Bolda 

B. iDlda 

I. Uttantio 

1. Uttanzio 

I. Lattanzio 

I* Lattaniio 
I. Uttanzio 

I. Uttanzio 

I* Uttaiuio 

I* Uttanzio 

I. Uttanzio 

I. Uttenzio 

U Uttanzio 
U Hadowy 



2191 7/IS 
740S 
7406 
7417 

7417 n-m 

mi wm 

7417 

7417 yM 
7417 VI7 
7417 7/K 
7417 5/17 
7417 
7417 

7417 5/17 
7201 2/^ 



ERLC 
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PUaiCATIONS LOG 



01-<^1-IO ITT 7t20 

Nat Jip yU t ft Pirpoit Anditivt Sticripi 



tn a f our ymr coUa|t or wivtnity or at K£. 

SEM/Mq IMrU evolM dwll Stidmit SMtlt ef ClMWt ani «qi4ratiofi aatcrtals. 

%pl/M SI Mi Fin Mtf Info StiMt For« for NCC HiiKii^ to appr for at! f tiiMCta! aid. Ilnrlifld 

anfMally ly tht tS OipariMt of Edtcatton. 



91 F/« idlotin Fin Aid Info Stiddnt firM airf trifoM 

aid opporiwitiH. 



dncrieini th« colltfvS fiiMnical 



Contact N«» 



Paft 4 

Phoi« Atv 0 Gk 



£. Carr 
S. Lnuciak 



7201 
71MK 



K. Mnin or F. iKt-ttM 73S 2232 



llUoh At F Md Fin «d Info Sttdtntf Boolilit dncHbini f ifimical atd offortonity. 

f Aid FbraCFflF) Fin Aid Info Stwdtntft Fors to ai», > for all fisMcial aid. Arviaid amMlly by 

Collift Sdiolanliip Sarvicr. Alto VMd for state sdiolanhip appii- 
CMtt or for otiNr kIiooIb* 

Fiii>l Aid Qtltt Fin Aid Info 'nodtntt 8 1/2 mila tRVtloft/pacM idiitfi inclodti U finwial infor- 

Mtion and form 

8/P/Mi/StK P S/P flTMt Avmit Sp. ^latn lladtf idiitt, and ytlloH bradNrt dtfcribini profraa, sorvicvs, 

cottk, and tlifibiltty. 

fl«t/Wt Ed iMf Fin Aid Info Vvtarans raon tHfold brodMni deacribini bmatits for vetaran. 

NMic Fint IHt RKrtit Sl^antt llM trifold bradMrt littinf of nrrinlw Ml corao ; also 

additioMl Art offtrinis in HMtitits, Art, Oanct t Theatre. 

Nadical AMt. H I H6 Axmit Stadents IN and idiitt trifold b ro ci wre s littini arricelw and coarses. 

Mntal/ftrd Care H I tt Ihcmit Stadonts lltitt trifold brochere listia| nrricelai and coarses; also 

otbtr HMlth and Hmm Services c ow ns . 

Mutal Hlttt Care M I Kl llKrvit Stadents YelloM trifold bracfm littini cerricvlMi and ernes; also 

other HMltJi and Hiaan Services coarses. 

Nr4al Off Aist H I iC Anrtit Stadants Pvple trifold bradMSY listinf cwricvlw and coarses; also 

other Haaltb and ttan Services comtsos. 

Sarontolfy Cve H I H6 Ascmit Stadants lltite trifold bracfMre littin| carricelw wd coarses; also 

other Haalth and ttan Sarvices coarses. 

Early Chid Cw H I HB Axrait Stadants Liiht parple trifold brodwrt tistin| cwricelw and coarses; also 

other MMlth and Hmm Sarvices covses* 

Ctr For MD W Tminf Eaploym Arey and blae trifold Irodiare deicribini idiat the Canter can do 

for aaf loyert act. 

NonarcfiB Gaida Inatractn Info CoMWity ilae, idiite and blade 2S pa|a booblat listinf the schedales for 

all colleie sport events and a description of each sport and sai^ortinf staff. 
Aanaalty apdatal 



K. Rextn or F. iKt-lte 

K. Anin 

K. Antn 

K Aexin 

K. Nclnemey 
K finin 

S. 0*Arien 

S. 0*irien 

S. 0* Brian 

S. 0* Brian 

S. 0*Brien 

S. 0*Brian 
B. 
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7352 2232 

7352 VI7 

7352 
7352 

7K0 m 

7352 

2097 7/aS 
2097 

2097 10/12 
2097 11/13 
2097 

2097 10/12 
7438 
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PUaiCATlONS LOG 



01-01-10 AT 7:20 i 



BtfiriM PirpoM Mifncc iHcription 



CoMMdcitt M PliCff tesM» SliM Itift trifoli ferodMrt vitn a Mnplt cof^ of Fimcttonil 

iMmii ^ Cnifr Uam Otr Info Sliltnts l]«t ani ktip trifold krodMrt *ncr«bin| Latrainf Center 

anrvictt. 



^ Niniitry Witiitry Info 9t«< « Staff llw paipkltt that prontts capv simftry 
Ddinary Arts M Sirv iRmit StiiMiti INita, wanm and irejr, trifold trodHrt liftin) cvrricttlvi and 



Contact { 



Clri« Lab Tadi Pab Sw INcrvit Stadmtt Hat trifold ferodwt listinf nrricalw and coarws; alio otfwr 

Mlic Swiot proyriw. 

Law &f ui I— il M Srv Ihcraii StiMf ll» trifold IrocfcM littini nrrictlM and coarMt; alio othar 

Public Smriot profrM. 

Firt Sbianct Pab Btrt INcrvit Staimtt lliitt trifold hrodiart littini orrictlvi and coww; alio other 

Piblic Snrviot Ano|r«B. 

Mical SKriry Pab Sw tacmit StadMts ti#it parpla brochart littini carrictlw and coaraas ; alio othar 

MMaa pntnm, 

SK«rity Main P«b Sbrv iKnut Stadmtt M|a trifeld bradiara littini carricalaB nd coanat; alto othar 

Pablic Sarvica profrjaa. 

Floral laa|/ll|t Pib 9w Aiiairt Dwauty IlKkt pwfla md idiita dncription of tha pro|raB, Ulpdatad 

by itaaattar, 

Ub^ 111 Sic Sci Snmr CoMtty Standardiad tHfold littinf p^poM Md potential attendees. 

A^airad cor« ooMaa/apacialty sactiona are alio listed* 

Special Senrioe 8p Sirv iKrait Special Pop* li^ blaa trifold iritb aiitini panel. Littt available aervicet. 

Special Sarvira Sp Senr IlKniit CoaoMity llaa/idiite trifold bradnre deicribini acrvicet/pbone H tncladid. 

Slide To Cl| 9r 9t.0rv.Sv Info Stadmtt ll« and Jiitt 20 pap booiaet containini inforaition on Mrvicct 

available to HOC ctadmtt. Ilio, idiat, dm, ahere, idiy and how qt«^ttons i 
inaatrad. Periodically updated. 

Ueldini Tedi Tech IlKrait Stidmts Trifold b rcdwre tw o color aith tear^ff 

ret«^ card 

Nm Ctrl Tech Tadi AKrait Stadents Ilea trifold brochart list iff of currtcalua and coarses; also 

other ^ar)» prr|r«B. 



E. Corey 

8. CoUtnaMorth 

T. Dtion 
T. Dtson 
T. Diion 
T, Dixon 
T. Dtion 
T, Dixon 
T. Dixon 



216 
7405 

219S 

21» 10/12 

21SB0/i2 

21t3l/l2 

21SS 

21SS 

ilJS 



I. Knott 7218 
0. Steil or S. Conroy 7420 2237 
C. Stetl or S. Conroy 7420 2237 



fedi ARniit St«lritt Pirpie, • 1/2 b/ il, tii paie brocha*^ explainini Indattrial Tadt, 
Applied Tadi, Apprentice trainin|. 



Explore! 

Aviation NKh Tadt tacrait Stadmtf llae tHfold brodnn littinf carricalm and inforaition. 



Coaa. Serv, 
C Mills 

0. 
0. 



7406 4/17 

7495 S/S7 

7411 4/M 

7640 
7411 
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PUBLICATIONS L06 



fir 7120 «.«. 



r4ia Ctrl TkH Ttdi 
EltclCow*v TMk 
«r jpli I Cos IH Oh TKh 

fUiiPwlmik TKk 
• liiM Sip^il Ttdi 
Nrl/Calilr Ttch Tidi 
NrtJl IM TkN TkIi 



fkcrtit SliiiHls 

iKnit 9l«Ms 
RKmit 9ttMts 
iKrtit StiMIs 
llRrvit StfiMs 



Conlnct Tidi Tich RKmit SttrfiMs 
Irtn/Coi en* TkIi KKmit SliMs 



SarvtyiKf Tich Tfdi 
Civil T«li Tfffi 
PriMtf^ TMh Tfdi 

Elic &i|in Ttch Tfd) 



MRnttt Stitfmts 
fccrvit Stidnts 
ARTsit 9tvdMi4s 
Anoao CoMmity 
iKTuit StvdfMs 



Aito 9oif Otffn Tidi AKmit Stadfnts 

Mmtivt Ttch Tfdi NKmit StodiMs 

Tl Fix ft Die Or Tich tocrtit Sttadsnfts 

SpKUI Nidi Ot Tidi MKmit StitfcMs 

•obotin TKh Tidi %cr«it Stutftnts 

ArdiitKt Oraft Tidi NKmit StiMs 



firtm trifoli IrodMVt li»tiii| nrrtculM 9f4 inforMtion. 

ti^ |Wf tftfoli brodMTt liitin| nrricfla ffd infonutioru 

ilw vitk rstf «tf lAitt IrodMn Utttfif orrtcils «d infontttion 

Yfllw* trifoM IrodNrt litlinj orriailM m4 inforMtion. 

Wlm triftli brodMrt lifttni nrrictlM m inforvition. 

Trifoli nrrictlM jni inforMtion. 

Iltt tHfoli IrodMrt liftini c«rrxc«l« md inforwtion. 

Brmn tHfoli brvd^w littinf nrricvlM «d covrsts; alio other 
Tfdi I 



lliitt trifold bpodm littinf nrrinlai «d inforaition. 

lift «ith lAitf mi n4 color hrodMrt listini arriciiltfi and 
inforMtion, 

Trifold IrodMV »ith nrrioilM and inforMtion. 

IIM trifo!d krodMTt li«tiii| nrrinlw and inforMtion. 

BlM with nd «d idiitt brodMrf listinf cvrrioilM and inforMtion 

Bookift* 

Gold foar-fold hrodnrt littinf cwticuIm and courses; also other 
Tedi I 



Hue trifold brodMV listini nrrinlw 9h» cvvrset; alio other 
Tcdi pro§rjM» 

lliite trifold fcrodnre littinf nmcvl*:^ and cotrtes; alto other 
Tfdi I 



Gold trifold brodm listinf DrrmlM and covrscs. 

Uhite trifold brodHre liitini cvricvlM and cxwrses; also other 
Tfdi orofTM* 



Iftiitt trifold brodMrt listinf ctrriculM and courses; also other 
Tfdi profraM* 

YelloH trifold brodMre listinf nrriculM and co«ites{ also oihr 
Tfdi profrwa. 



Contact NiM 



0. Ooecn 
C Oiincarini 

C. Oiincarini 
0. Osecn 

0. Owen 
0. Ovcen 
0. &Mtn 

h» Jwen 

D. Qoicn 

C. Diincarini 
0. (h«en 

D. Qmm 

C Diincarini 
f, Golinski 



0. 

C Oiincarini 

C. Oiincarim 
C Diincarini 

C Diincarini 

0. toen 

C. Oiincarini 



Phone 



Pa§e6 
ftivOCk 



74U 
74£S 

7S39 4/07 

7411 

7411 

7411 

7411 



7411 
7M1 

7639 4/87 

7411 

7411 

7639 4/07 
7513 

7411 

7465 4/04 

7465 4/04 
7465 4/04 

74(5 V03 

7411 0/03 

7465 5/03 
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Pl&ICATItMS LOG 



01-«l-«0 m 7:20 

Hmm Si|MrtMn Pirpost Mitrct Oncri^ion 



Contact 1 



Eltc Str Ttdi l9A iKToit Stfrftnts ll» Irifoli hrediirt li»tiR| nrrinlw and cxMrm; also othtr 



0. Owtn 



tergr/Trwuper Tadh Ibcrtit Sttte 



&«y fclw f61#-Mt poster incribiai varim ■rfvcationil 

oppnrtwItiM in Tkm, HMlth I Hmha Sirvtcn, Bmiwm i Mlic Sarvictfi, 

«4 Scinn I Natti. 



ll0M«*s Iiw M nijr* £1 Info Coawaty iit|t aitf foir^li pai^ltt ^ncribiif tht MMnU 

athlitic profrm, tliitbility mitt, coadvs, Hall of Atbltttc Exctlltnce, 
mA Urn Physical EAcation Cantcr/Snrvtcts. 

Intrwr* Sjprift, Plijr* Etf. Info. Studants (feranft «tf black, fov^foU brodMrt |iviR| an ovtrviaii of tht 

Intranral Sportf, tliiibility, rtlif and rf|«lati(m, fac, and tht spring 
19K fports calandar* 

Hh lasiitt* Set) Pky* Ed. llKrtit Partntft/9tid %\m mi llach tHfold Mmt livinf inforMtion atevt tht 

bashatlall school, tht co2diin| staff, and anards. Givts rtfistratton fom for 
tht school and » trHplt of a typical day. 

M VoUty Sdu ffiy. a. Ikcmit Hifh Sdiool kift and Mt* tfifold IraAvt fivinf dttails atett tht Volltytoll 

sctnol, coachts, and facilitits. Thart is also a rt|istration fort and an 
ottlint of tht daily scMalt* 



E. Stanton 



C Stanton 



L Stanton 



UlloH 11/21 U' pilot of paptr fivinf tht details of tht tanU 
intraaral spsrts prara* at ICC. »«», idiat, than, idwrt afid ho» qtestions 



Intra. Sports Phy. Gl Infort Sttd/Fac/Eiip YtlloM • 1/2 i If papar |ivin| tht dPUils of tht co-td 

intraMnal sports at ME. Iln, idtat, idwn, rfitrt and hot q«rstions art 



iashtt. Intra. Phy. Ed. Infom NCC wmt 



ft. Hodu lata. Pky. Ed. Infoni NCC am Wlm • 1/2 a U' piict of paptr |ivin| tht dttails of tht «n*s 

floor hochay iMraMral sports progrit at tin, idtat, nhan, tdwrt aid hot 
gttstions art ansatrtd. 

AmAic Claatts Phy. Cd. Infora Stadtnts Qranit i 1/2 a If piact of papir living tht dttails abovt tht 

atrohic claoats. Tiae, data, plact and cost qatstiont art a n a n e red. 

Intra. Atrohic Phy. Ed. Infort Stadants Orania 11/2 1 11' piact of paptr living dttails abovt tht 

intranral sports watar atrohic tstrcist pror«k Tiat, datt, plact and cost 
questions art < 



ftac^at. Uagat Phy. Ed. Inofm ICC ten Qranft 11/21 U' piact of paptr giving tht detail about tht 

■anU rac^hall Itagat. 

mhlttic SiBk Phy. Ed. Infom Sttdants Hat, idiitt and black 72 pagt booklet giving drtails abott tadi 

typt of sports pntrm offtr» at tCL It also givts diffcrtnt articles about 
tht tach prograt. 



L Stanton 



E. Stanton 



E. St«)ton 



E. Stanton 



E. Sianton 



E. Stanton 



L Stanton 



L StMton 



7411 12/12 



7M0 



7119 



7119 19IS 



7119 im 



7119 19K 



7119 19 



7119 19 



7119 19 



7119 19 



7119 19K 



7119 19 



7119 19 



Kacoah Al«ni Mwmi Info Al«ni iookltt giving drtails abvit tbt natly forMd alwti rtlations 
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fUllCATlONS U£ 



01*01-10 AT 7tdU 



Oner ton 



Contact HMt 



mnlrq H I MB MKrtit SlitfMtB 



VMiriMry Ttch » I HB Ihcnut 9tMs 



Phy TlM* Ant N I Ml tecrvit StiintB 



Rnpralory Tkyp H I IB torvit StidMt» 



llH^ Ihpy Tcdi H t HS RKnit StuMi 



(^outric Tfch M t MS Hftrvit Slidmts 



GFm:Opir» For Tnu Eiploytrs 



M mi iftitt trifoli Irtdm hftiii nrriDilai Md covrscs; 
atflo othfr HMltli md Hwi SmncM coorsts, 

llw «i Itiitt trifeU IrodMrt liilini orrtctda «nd coirsts; 
«lfe ottar iMtw 



M Mtf Witt tHfoM Indwnt httii« cvricvlai Md co«r$tf ; 
«lflo otlifr HMltli jnd Maan Sirvictft CMrm. 

M Md lliitt trifbld iTfdMrt liitiii| orriniftj Md covrsni 
<lfo cMff NMltk md Wmm Sirvtm cowk 

M ac5 idiitt trifdid IrKtav li»tin| orricilia Md ctwrscs; 
<lio othfr iMltfi Md MMm SirvicH cnrm. 

M Md idiitt tHfold ferodMr* liitini nrricilai Md cowsrs; 
alio eitiir Mth Md Mmm A^rvicn corm. 

IM Md idiitt trifeld IracHrt listinf cvricvlai Md covrsts ; 
alio otiitr MMltk Md Hmm Smrictt coirsts* 

M Md idiitt trifeld ferodm listti^ nrrtcilM and coww; 
alio otiitr HMltli Md Mmm 9rvictt 

M Md idiitt trifeld Iredm littinf cvrictlM and covrsci; 
alio ottar HMlth and Mmm Svvtctt cotnct. 

Grey Md il« Fotr Fold PMpliltt givinf various floMcharts c» 
hem tilt Cinttr opn^atti for Hptoytrs. 



donihf Savagt 
S. Crirttii 
T* Dim 
& 0*6riffA 
S. (PBritn 
S. (rarim 

& (PIriifi 
S. CTIritfi 
S. (TSrifln 
B. OuMkt 



7S3Bim 
2097 19IB 

2097 m 
2097 1911 
2097 m 
2097 m 
2097 m 
2097 m 

2097 m 

7S3I7^ 



64 



60 



APPENDIX D 
PROAC: tVE PROMOTIONAL MODEL 
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PROACTIVE PROMOTIONAL MODEL 







INSTITUTIONAL 






r 


ADVANCEMENT PLAN 


7 



ORGANIZATIONAL 
ASSESSMENT 



ENVIROi^NTAL 
SCANNING 



RECRUITMENT PLAN u <- 



f 

PROGRAM 
STRATEGY 



CONTENT 
STRATEGY 



Cotmnunication Guidelines 



Message Platform 



Identity Manual 

College Communications Program 



- Macomb Community College is 
a qi- 'lity institution. 



rromotional Activities 

Recruitment Activities/Events 

Presentations 

Information Center 

Advertising 

Direct Mail 

Publicity 

Financial Aid 

Center for the Performing Arts 
College Sponsored Events 



Target Audiences 

Potential Students 

High Schoo2. Students 
Community Adults 
Business & Industry 

Incoming Students 

Current Students 

Alumni 



- Macomb Community College 
cares about students. 

- MCC is responsive to the 
needs of the community. 

- MCC is affordable, 
accessible, and current in 
course content. 

- Education increases and 
improves employment options* 

- MCC offerings are compatible 
with lifestyles, family 
responsibilities and changes 
facing adult learners. 

- MCC is an educational 
leader. 

- MCC offers educational plans 
designed for transfer to 
4-year institutions. 

Content Theme 



- People, Pride and Proximity 
Slogans 

- My First Choice 

- Bringing Higher Education 
Home 



-EVALUATION' 



